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Rough Proofs 


Godfrey Hammond, of Popular | 
science, is the new director of | 
sublicity for the Republican Na- 


ional Committee, and in that job | 


will have a chance to be both | 
00} and scientific. 
¥ v v 

| 

4 news story says, “Peanut | 


Council plans $300,000 drive in| 
1945." That’s not peanuts. 


a ay 


No matter how much you used | 
to like “The Last Time I Saw' 
Paris,’ you can rest assured that 
in the next few weeks you're 
going to get entirely too much 
of it 


v ¥ v 


American fashion designers have 
been going great guns since 1940, 
but it’s the usual 8 to 5 that from ; 
now on the Paris models will| 
again be bought, borrowed and | 
tolen. | 


ee F 
“Hollywood says every picture 
the greatest of the year,” re- | 

marks a Chicago distributor. 
Or at least it’s colossal. 


v v v 
“Whisky campaigns expand on 
evival of prewar brands,” re- 


ports ADVERTISING AGE, but unfor- | 
tunately the campaigns won’t be | 
talking about prewar whiskies. 


v v v 


“Man Bites Dog,” is the way 
Time headlines its ad about Leon 
Henderson’s new tax theory, and | 
then to make the caption still bet- | 
ter it boosts a few competitors’ | 
rticles on the same subject. 


To ‘Catholic News’ 


f Hits Ad Council 
for ‘VD' Campaign 


Claims Moral Phases 
Omitted; Material 
Approved by Others 


(Picture on Page 67) | 


New York, Aug. 30.—Efforts of 
'the War Advertising Council, in 
| cooperation with the Office of War 

Ae Pre | Information and the United States 
GREASEPAINT HERO—Pepsodent Di- | Public Health Service, to enlist | 
vision is lauding Bob Hope for his war | the services of advertising to help 
service in this unusual copy in drug | stamp out venereal disease, which 

trade and show world publications. health authorities say has spread | 


Pepsodent Ads a oy A ge 
Pay Tribute to 
‘Soldier’ Bob Hop 


issue of The Catholic News, New | 
York. 
This weekly newspaper, which | 
Drug Trade Copy 
Acclaims His Unique 
Overseas Job 


slot ee lee yom ae Amer 


C Sepsodent 


is published in the interest of the | 
|archdiocese of New York, but is| 
not an official church publication, 
treated the project in sensational 
|style, with a three-column bold- | 
‘face headline on the front page 
|declaring, “Public Agencies Back 
|Plan of Advertising Shocking to 
| Decency,” while a _ two-column 
front page box carried an editorial 
headed, “A Fraud on Patriotism.” 

The opposition of the publica- 
-F r |tion, of which Charles H. Ridder 

Chicago, Aug. 30.— Bob Hope,|js president and publisher and 
whose; magnificent record of war| Victor L. Ridder. on leave in the 
service has made him the leading|t. Ss. armed forces, is vice-presi- 


Approve Plan to Measure 


Circulation of 


Stations 


the green light of Victory te open up vadreamed-of 


SALUTES VIDEO—RCA ran this news- 

paper ad last week playing up the 

future of television and listing 46 com- 

panies which are expected to make 

video equipment after the war. (Story 
on Page 4.) 


Nelson Appeals to 


figure in the entertainment world, 
is hailed by Pepsodent, his radio 
sponsor, upon his return from the 
South Pacific as “America’s Num- 
ber One soldier in greasepaint.” In 
advertising appearing in a long list 
of drug trade publications and 


|'magazines of the show world, the 


|Chicago drug division of Lever 


7 Te ae 


The ABC has broken down and | 
s having its convention again next 
month, 
vill be omitted. Whatsamatter, | 
can't the publishers even get! 
alphabet soup? 


v v v 


Readers of Secrets say they are 
the young wives and mothers | 
vho do our own work, look after | 
ur children and, of course, our | 
isbands.”’ 

Don’t make it such a matter of 


urse, girls. 
v v v 
_epsodent is welcoming Bob) 
Hope back to the airlanes with a| 


flare of advertising, but 
1 probably have preferred a 
kind words about his new 
cated newspaper column. 


v v v 


New York printer advertises | 
“working” art director, and 
rt directors’ union will prob- 
adopt resolutions protesting | 
nplied slander. 


v v v 


ie Strange Case of the Kid- 


Cow” is related by Dell 
tive Group, but with beef-| 
the way they are, what’s 


ry strange about that? 


v v v | 

en there was the mother who | 

ted to tell her little boy the 

of The Three Bears, and he | 

rupted to say, “Do you mean | 

kman, Turner and McLean?” | 
Copy Cus. 


| Brothers 
|unique job which Hope and his! 
in helping to | 


pays tribute to the 


gang have done 
maintain the morale of America’s 


but the annual luncheon | fighting men on battle fronts all| News says, “have indicated their 


over the world. 

Hope is reported to have arrived 
in the United States after two 
months in the South Pacific, and 
will resume broadcasting for Pep- 
sodent Sept. 12 over 141 stations 


|of the NBC network, plus the Do- 


minion network, to which the 
maritime stations have just been 
added. In lauding Hope for his 
unselfish devotion to the service 
of America’s fighters 
says: 

“To Bob Hope: 

“Welcome back from Saipan and 
Guadalcanal—from Australia, New 
Guinea and New Caledonia—from 


Pacific! Less than a year ago you 


|}and the gang were hitting the road 


in Britain, Africa and Sicily. Re- 
(Continued on Page 62) 


How’s Tricks? 


See Creative Man’‘s 
Corner, Page 37. Other 
features: 


Ad-libbing 12 
Editorials 12 
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Postwar Planning 59 
Private Lines 54 
Rough Proofs | 


Voice of the Advertiser 24) 


Pepsodent | 


. 
Advertisers to 
Scsec"on the argurSoct' thatthe 
ponent omits the moral haces §QVE More Paper 


|of the social disease problem, and | 

that open discussion of venereal Washington, Aug. 30.— WPB 
|diseases will contaminate the minds | oy airman Donald M. Nelson, in 
|of children and others who would | nat may prove to be his last offi- 
)otherwise remain ignorant of|¢ja] act, appealed directly to the 
| them. nation’s business men today to 
curtail brochures, catalogs and 
’ Wee other promotional material in or- 
| “Many Catholic organizations,” |qey to help the country through 
ithe news story in The Catholic the most difficult period in the 
prolonged paper crisis. 

In a letter to more than 25,000 

(Continued on Page 64) 


To Register Protests 


|intention of registering with the 


(Continued on Page 65) 
} 


_ Last Minute News Flashes 
‘U. S. Chamber of Commerce Schedules Conference 


Washington, D. C., Sept. 1.—Frederic R. Gamble, president of the 
| Four A’s, will preside over a discussion of ‘‘Price Control and the 


| Civilian Economy” at a distribution conference called by the United 

States Chamber of Commerce in New York, Oct. 23-24. Designed to 
| lay the foundation for more jobs in the postwar era and to develop a 
| better understanding of the economic needs of all distributors, the con- 


| ference will be built around these main themes: reconversion and | 
Bob | the far battle stations of the South | demobilization; disposal of surplus property; price control and civilian 


| supply; postwar unity in business; consumer credit and taxes. 


‘NAEA Cancels October Meeting in Chicago 

| New York, Sept. 1—The Newspaper Advertising Executives As- 
| Sociation has cancelled its usual October meeting, due to transporta- 
tion conditions, President Henry W. Manz, of the Cincinnati Post, an- 
|/nounced, but “We hope that conditions will permit a mid-winter 
meeting at the Blackstone Hotel, Chicago, on Jan. 15 and 16.” Officers, 
|directors and committee chairmen will hold a business meeting in 
| Chicago on Oct. 16-17. 


ANA Plans Special Meeting on Ad Allowances 

| New York, Sept. 1.—Because of widespread interest in the subject 
of advertising allowances, the Association of National Advertisers will 
hold a special luncheon and afternoon meeting here Sept. 13 to bring 
members up to date on latest developments. 


'712 Stations Take Paid WAC Program 


| New York, Sept. 1.—Young & Rubicam revealed today that 712 radio 
stations have accepted Wac advertising schedules for four weeks 
beginning Sept. 4, and 79 will carry the promotion as a war service 
because it is against their policy to accept paid government advertising 
The program was offered to 866 stations. 


NAB Votes to Adopt 
System of Collecting 
Entirely New Figures 


BY JAMES McGUINN 


Chicago, Sept. 1.—A _ standard 
radio coverage plan that will cost 
the broadcasters $1,000,000 every 
other year, unanimously approved 
Wednesday by the National Asso- 
ciation of Broadcasters, was the 
highlight of the NAB’s four-day 
war conference here this week. 
The plan is based on a new 
premise in audit coverage tech- 
niques, in which the basic prin- 
ciple is that “the cycle of broad- 
casting is one week, that families 
listening to broadcasting during 
its current cycle are active sub- 
scribers to broadcasting and that 
|such subscribers identified by the 
|stations to which they listen are 
ithe circulation of each station.” 

Over 1,200 broadcasters and 
members of associated industries 
in attendance at the conference, 
shattering any previous attendance 
|records, heard topical discussions 
by authorities on government reg- 
ulation, technical improvements, 
|television, facsimile, frequency 
| modulation, public relations, ad- 
| vertising and management. 
| Among the principal speakers at 
ithe conference were the Hon. 
|Robert A. Lovett, Assistant Secre- 
itary of War fora Air; James Law- 
| ence Fly, chairman, Federal Com- 
|munications Commission; Charles 
|Francis Coe, vice-president and 
| general counsel for the Motion 
|Picture Producers and Distribu- 
|tors of America; Gov. Bourke B. 
| Hickenlooper of Iowa; and Paul 
G. Hoffman, chairman, and C. 
| Scott Fletcher, director of field de- 
| velopment, Committee for Eco- 
nomic Development, New York. 
Most of their talks are presented in 
detail elsewhere in this issue. 


| 
How Terms Are Defined 

| Emphasizing that it is “station 
| circulation,” which 
|measured, Hugh Feltis, chairman 
of the NAB research 


and manager of Station KFAB, 


|Omaha, went on to define the 
term: 
“Station circulation,” he _ said, 


“is the total number of radio fami- 
lies which listen to the station 
during the weekly broadcast cycle. 
| This is a figure of circulation. Not 
|total families which may listen, 
but the total number of the radio 
families which do listen to the 
station.” 
| He pointed out that radio also 
|deals with geography, and defined 
|station circulation areas as “the 
; geographic areas in which a sta- 
tion has circulation—delineated by 
|counties and possibly by cities 
|}and portrayed by three levels of 
|circulation percentages of radio 
families 

“Primary—50% or more 

“Secondary—25% to 50 

“Tertiary—10% to 25% 


“These percentages,” he said 
“refer to listening within the 
weekly broadcast cycle.’’ He added 
that circulation le than 10° 
not rated, because it would 
quire a large sample and be 
doubtful value to advertise: 


Mr Felti told the membe 
that a controlled 
ballot research, had been 
on “to insure reliable result 


Will Mail 1,000,000 
Titled the “1945 


1 
ample 1 ili¢ 


decided 


Radio Station 


Ballot,” it is proposed that some 
1,000,000 listeners will be mailed 
the questionnaire, which explain 
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the survey, appeals for coopera- 
tion, describes an incentive gift 
and gives instructions for filling 
out the ballot and mailing it. 

The ballot asks “What stations 
do you listen to most?” “At night) 

. . In the Daytime. . . And how 
often each week?” The call let- 
ters listened to are asked for, and 
the number of nights and days 
each is listened to. For statistical 
purposes, the ballot asks how long 
the respondent has lived in his 
neighborhood, how many radios 
he has at home in working order, 
if he owns an auto, has a tele- 
phone, and how many persons live 
in the house. 

Survey findings will be com- 
piled from the returns against con- 
trol figures from a chart on “total 
radio families” in each county. 
For example: 

“Total ballots from Philadel- 


a eee 1,000 
“Checks in times-listened- 
ee See er oe 600 


“Checks in no-listening or 
less than once a week 
Si alia Waa ee 4 hee 400 
oy eee 60%. 
“The percent is applied to radio 
families to arrive at circulation— 
Philadelphia County, 487,715 radio 


families—60% circulation or 292,- 
629 radio family circulation.” 


Four A’s, ANA Join 


Mr. Feltis said that the industry 
spends an_ estimated $700,000 
every two years for the informa- 
tion which this method could bring 
in, but that it is non-standard 
“and.has long been under severe 
criticism by agencies and adver- 
tisers.” 

Asking that the NAB board of 
directors and the membership ap- 
prove the plan, Mr. Feltis declared, 
“We want to join with the Four 
A’s and ANA and form a bureau. 
We feel that we have a method 
to produce a definitive measure- 
ment. We are obtaining the de- 
tails of technique necessary to 
apply the method.” 

Results of the survey are to be 
sent to all advertisers, advertising 
agencies, stations, networks, sta- 
tion representatives and others, it 
is proposed. 

Frederic R. Gamble, president of 
the Four A’s, emphasized the im- 
portance of proper research meas- 
urements for advertising, saying 
agencies are committed “to seek- 
ing facts and making them pay.” 
He said the advertising industry 


approved the method adopted by 
the NAB for audience measure- 
ment “which agencies feel there is 
a great need for as a foundation 
of confidence for the advertiser.” 

Dietrich Dirks, president, Sta- 
tion KTRI, Sioux City, Ia., and 
chairman of the NAB sales man- 
agers committee, was one of the 
speakers who backed the proposal 
strongly, presenting enthusiastic 
comments from préminent agency 
radio executives who had seen a 
preview of the proposal. 


Retail Radio Discussed 


That the retailer is using radio 
in ever greater proportions, but 
that radio management has a re- 
sponsibility to the retailer for pro- 
moting the medium, was told the 
NAB members by Llewellyn Har- 
ries, sales promotion manager of 
the National Retail Dry Goods 
Association. 

Mr. Harries advised radio man- 
agement to do a job of educating 
store personnel in the value of 
radio advertising to close the link 
of radio merchandising. He said, 
“If people are fully and sincerely 
informed as to what is to be ex- 
pected in the performance of radic 
for advertising, they will flock to 
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33 Counties Surrounding 
Indianapolis, Dominated by 


And so—in many pulpits all over the state—in 
other newspapers, in homes and council rooms, an- 
other movement for better schools, improved hous- 
ing or a fuller living has its genesis. 

People, by the tens of thousands, are influenced by 
an article, an editorial, a reporter's story or an ad- 
vertisement—all in The News. 


This great Hoosier Daily, for 74 years a leader in 
this the East-North-Central’s RICHEST MARKET, 
presents your product to 33 Indiana counties having 
an Effective Buying Income of over ONE-AND-A- 
QUARTER BILLION DOLLARS. These millions of 


The NEWS... contain one 


and a quarter MILLION 


HOOSIERS who have an 


effective buying income of 


over 


$1,250,000,000.00 


prosperous Hoosiers will read with confidence your 
message in The Indianapolis News. 


—and Hoosiers Have It to Spend! 


The Effective Buying Income in Marion County 
alone increased from $686,537,000 in 


1942 to 


$860,244,000 in 1943. Retail sales increased from 
$290,496,000 to $332,302,000 during the same 


period. 


(From Sales Management Surveys) 


The INDIANAPOLIS NEWS 


The Great Wooster Datly, Alone. Docs the Gob 


@ FIRST in daily circulation .. FIRST in advertising linage .. FIRST in the Hearts of Hoosierdom 


DAN A CARROLL 110 E 42nd St. New York (17) + JE LUTZ. Tribune Tower, Chicago (11) + J. F. BREEZE, Adv. Director, Indianapolis (6) 


Advertising Age, Septembe, 


it.’ He asserted that there are 
35% more stores using radio for 
advertising than there were a year 
ago. 

Helen Cornelius, new assistant 
director of advertising promotion 
for the NAB, told the meeting 
what “Mrs. Consumer Expects 
Postwar.” Saying that her survey 
experience proved that while wo- 
men of America “know there is a 
war on,” and are not complaining, 
they nevertheless “‘want assurance 
that after the war they will get 
things of quality, durability and 
perfection.” According to Miss 
Cornelius, Mrs. Consumer wants 
first, a perfect washing machine 
and then other household appli- 
ances. She wil buy them out of 
current income or On instalments, 
Miss Cornelius said. 


Gives Favorable Reaction 


Paul M. McCarthy, advertising 
and promotion director of J. N. 
Adams & Co., Buffalo, told mem- 
bers what he would do as a radio 
man if he were selling department 
store time. He said that the 
greatest asset to a salesman is the 
instantaneous action by which 
cadio can sell merchandise prac- 
ically overnight. 

A report on the activities of the 
Asseciation of Women Directors of 
NAB, compiled by Ruth Chilton, 
president, was read at the meeting 
by Rhea McCarthy of Station 
WCOL, Columbus, treasurer of 
the AWD. The address disclosed 
that women’s programs are spon- 
sored by every type of advertiser 
from super market operators to 
loan associations and from brew- 
ing companies to gift shops. It 
was announced that a three year 
course for women directors was 
being set up by AWD at Stephens 
College, Columbia, Mo., for a fu- 
ture source of women directors. 


Sees Better Programming 


Clarence Menser, vice-president 
in charge of NBC programs, told 
the meeting that station manage- 
ment must put more emphasis on 
programming. “When the program 
is right, radio is right,” he said. 
“The postwar audience will not 
be so easy to interest. To that 
audience will return millions of 
men and women who are expertly 
trained and widely traveled. Their 
outlook on life will have been 
given both breadth and depth by 
the impact of their war experience. 
They will have little interest in 
trivia and great interest in things 
that are more important. Certainly 
they will insist upon more infor- 
mation on many subjects than they 
have had in the past. And un- 
less all signs fail, they will need 
great inspiration to solve the many 
problems in the postwar world. 
It presents at once a great chal- 
lenge and a great opportunity for 
radio,” 

In a radio council plan sympo- 
sium, Kolin Hager, Station WGY, 
Schenectady, E. L. Hayek, Station 
KATE, Albert Lea, Minn., W. O. 
Wiseman, Station WOW, Omaha, 
William B. Quarton, Station WMT, 
Cedar Rapids, Ia. and F. C. 
Sowell, Station WLAC, Nashville, 
discussed radio education, prestige 
for radio, program promotion, free 
time requests, and youth interests. 


Used in Schools 


The symposium disclosed that 
“25% of American schools are 
equipped with at least one radio 
receiver but not over 10% of our 
teachers are utilizing radio”; that 
1,500 radio programs were directed 
to juvenile audiences by some 400 
stations in a two-year period; that 
radio councils are simplifying the 
problems of public service pro- 
grams for many broadcasters; and 
that about 9 out of 10 programs 
recommended by a radio council 
for juvenile listening were com- 
mercial programs, among them 
seven mystery dramas, nine 
thriller shows and “even Mr. 
Alexander’s Mediation Board.” 

Col. Leland H. Stanford, signal 
officer, Sixth Service Command, 
Chicago, during the meeting pre- 
sented a “Certificate of Apprecia- 
tion” to Arthur Stringer, director 
of circulation and promotion of the 
NAB, for his “Fundamentals in 


|Radio, Parts I and II,’ which was 
|used as a textbook by new per- | 


sonnel in the Signal Corps. 


George M. Burbach, Station 
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NEW SERIES—Farnsworth Television § 
Radio Corp. began a new sories of 
color pages in magazines with this 
football scene, showing one of the 
types of entertainment television vill 
be able to bring into the home. N. W. 
Ayer & Son is the agency. 


———— 


KSD, St. Louis, told the sale 
managers’ conference of the NAR 
Monday that newscasts must be 
cleaned up by the elimination of 
the wrong kind of sponsors and 
by eliminating middle commercials 
and announcements by the news- 
casters. 


New Rules in Effect 


He explained that KSD has put 
new regulations into effect where. 
by no proprietary or vitamin prod- 
uct may be promoted on a news 
program. Commercials are limited 
to 45 seconds at the beginning ofa 
15-minute program, with a 90- 
second commercial at the end, fol- 
lowed by a weather forecast. Sev- 
eral substitutions of sponsors 
have been made to eliminate what 


(Continued on Page 61) ame 
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most amprorctant women tn Simeuca. 


The young Wage Earner Housewives who set the pace for America’s biggest market 
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“There’s mighty little difference between most carefully sighted editorial direction that first found 
folks,” observed the great American philosopher, the way to win and hold the interest of the better, 
William James, “but that little difference is mighty the younger Wage Earner housewives and mothers. 
important!” It’s done with down-to-earth stories and practical 

Among Wage Earners, today, the “little differ- articles that lead the way to a life full of better 
ences” are more than ever important...they are the things. 
lifferences that sort out the better families. You can How well Macfadden Women’s Group Magazines 
ee it in their dress, in their neater homes, in their select and cover this better audience has been repeat- 
preference for better brands. And you can see it in edly proved by hundreds of personal visits to the 
their preference for the magazines of Macfadden homes of these readers; and how well this great audi- 
Vomen’s Group. ence responds is indicated by the heavy advertising 

That preference is due to 25 years of adroit, investments in it by leading American businesses. 


MACFADDEN WOMEN’S GROUP 


DITED FOR THE “Beller Ha” OF YOUNG WAGE EARNER AMERICA 
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Ti Gnect | Ad acceptance, television already has 
with Specia 


| behind it an established engineer- 
(Picture on Page 1) 


|ing background. 
| Featured in the 1,000-line inser- 

Camden, N. J., Aug. 31.—Radio | tion is a list of 46 companies either 
Corporation of America this week | manufacturing television equip- 
is saluting the television industry|ment now or prepared to do so 
with a special newspaper ad ap-| immediately after the war. Large 
pearing in six cities, four of which| companies listed in addition to 
now have television stations in|] RCA include Westinghouse, Gen- 
operation. eral Electric, Philco, Stromberg- 
The ad points out that, whereas|Carlson, Du Mont Laboratories, 


Advertising Age, Septe; 4 


Admiral Radio, and Crosley Cor- | Kuhn Joins Compton 


poration. ; ; | Robert Kuhn, formerly of Ruth- 
Mi Ping, Beg oar § ier Chi. _rauff & Ryan, has joined the Holly- 
, bg» A 1 Pp ms _| wood office of Compton Advertis- 
cago, an S «angeles, & Y | ing, as head of the radio commer- 


operating television stations, and | Gist copy department. 


in Baltimore and Washington, | ex) 
Named KCMO Manager 


which expect to have stations | 
after the war. 

Ruthrauff & Ryan, New York, | E. K. Hartenbower has resigned 

|as sales manager of the Blue Net- 

| work’s central division, Chicago, 


is the agency. 
: . to become general manager of 
Medical Service Moves KCMO, Kansas City, effective Oct. 


Medical Advertising Service has|1. His successor with the net- 
moved to 40 E. 49th St., New York. | work has not yet been named. 


HE third edition of the Marine Catalog and Buyers’ 
Directory—the marine industry's 980-page annual 
buying guide—will be published in 1945. 


It is not too early to plan your representation now, for 
the publishing schedule of the new edition has been 
advanced over last year’s. 


The Marine Catalog gives the marine men you want 
to reach a composite, one-volume catalog file of marine 
product information. Thus it provides a basic selling 
tool which has an important place in every program to 
sell equipment and materials to the marine industry. 


Through representation in the Marine Catalog you 
can be certain that the detailed facts about your products 
will be within the easy reach of key marine men at the 
time when it is vital to be represented—when buying 
decisions are being made. 

This standard buyers’ guide consists of two major 
sections: (1) the Catalog Section, in which manufac- 
turers describe their marine products for the convenient 
reference of marine men; (2) a Directory Section, in 


which all known marine manufacturers and suppliers 
are listed under each classification into which their 
products fall. 


The successful record set by the Marine Catalog is 
evidenced by the fact that the 1944 edition reached a 
new high in total number of pages, 980; a new high in 
number of manufacturers who used catalog space, 665; 
a new high in number of catalog pages, 620; and a new 
high in number of Directory pages, 314. 


The distribution of the Marine Catalog is controlled, 
reaching the key buying factors in the ship operating, 
shipbuilding and ship repair branches of the industry, 
naval architects and marine engineers, key government 
officials including those of the U. S. Maritime Commis- 
sion, War Production Board, Navy Department, War 
Department and other interested Departments. 


Plan now to include this basic reference in your 
1945 marine sales program. Write today for your 
copy of the prospectus which describes the 1945 
Marine Catalog in detail. 


SIMMONS-BOARDMAN PUBLISHING CORPORATION 


30 Church Street 


105 W. Adams St., Chicago 3 
1038 Henry Bldg., Seattle 1, Wash. 


Terminal Tower, Cleveland 13 
300 Montgomery St., San Francisco 4, Cal, 


New York 7, N. Y. 


Washington 4, D. C. 
530 W. 6th St., Los Angeles 14, Cal... 
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Benny fo Bros ‘cay 
for Lucky Stri!. 
Through R&R 


New York, Aug. 31 
|Benny show, which i 
scheduled this fall fo: lv 
cigaret of American 
Cigar Company, will b: 
for Lucky Strike cigare: Am 
can Tobacco Company _ stay 
about Oct. 1. 

Although Foote, Cone | Bey 
and its predecessor, rq 
Thomas, have handled Li 
Strike advertising for re 4 
two decades, Ruthrauf! © p, 
agency for Pall Mall, it i- repox 
will handle the Benny «hoy 
Lucky Strike. 

The Tommy Dorsey ‘Hi 
rade” show for Luckies, )\o\ 
pying the NBC 7-7:30 Su, 
night spot, which Mr. Benny y 
sonally controls, would be drop, 
about Oct. 1 in favor of | 
$22,500-a-week Benny program 

Mr. Benny is expected } 
from a tour of Army bases jn 
Pacific between September 10 ; 
15. Detailed plans for the sy 
and its exploitation would be j 
proved after that. American ¢ 
aret & Cigar had provided } 
with a $250,000 fund to prom 
the show. This, it is said, s 
will be available. 

American Cigaret & Cig 
headed by Paul Hahn, is an aff 
ate of American Tobacco, of wt 
George Washington Hill is pre 
dent. 


CED Trying to 
Popularize Facts, 
Hoffman Declare 


Chicago, Aug. 31.—In his ta 
jat the luncheon meeting of t 
| National Association of Broadeas 
ers today, Paul Hoffman, chairm 
of the Committee for Econon 
Development and president of ! 
Studebaker Corporation, said th 
the greatest problem of the da 
to translate economic facts ip 
language which the genera! publ 
can understand. 

“T have been trying to persua 
|economists,” he said, “that 
should convert their four-syllab 
words into simple terms whi 
will make the great problem 
taxation, for example, clear to t 
rank and file of the people. Ift! 
;need of a tax structure which W! 
| aid and not handicap enterprise 


Du: 


marizes 
bcery pe 


e applic 
es state 


ecializir 


fully understood, we will Coma prin 
much closer to getting relormgy 
fe - a e pro 
which are vital to postwar expal 
sion and prosperity.” prospe: 
In discussing this idea later wit 
ADVERTISING AcE, Mr. !‘offma. oo. 


said that with the aid of ad 
tising experts like Harry S 
and Raymond Rubicam, 
endeavoring to take the 
studies which are being ! 
leading economists on 

and other basic national 

and convert them into ma 
general consumption. H¢: 
fident that their work in | 
will be immensely helpfu 


Herrington to Hoop«r 

Bill Herrington has re ’ 
director of research of Gey", ©! 
nell & Newell, New York, ‘° ee 
the staff of C. E. Hooper, I 
New York. Mr. Herring 0 ¥4 


previously in charge of — 
for Leo Burnett Compa Ch 
cago, and before that wit! 5! 
ett - Sample - Hummert °"¢ : 


| Walter Thompson Compa! 


| Buick to Feature 


HM 
Hellcat Tank Destreyé! 
| In one of the biggest « ale 
jin its history, Buick M« Dwi | 
sion this week will brea! PS 
newspapers of all mar», 
25,000 population and o — 
‘turing its production of ° * 
| Hellcat tank destroyer. 


| October issues of nation ae 
|zines will carry the san 
'paign. Arthur Kudner, I 
York, is the agency. 
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’ to ties states: 


Duane JONES 
of the Duane Jones Com- 
pany studies the " 
new customer figures’ 
package field and applies 
them to the big consumer 
Institutional 
Paul Werner, (Right) account 
executive. 


Market, 


AN ADVERTISING AGENCY 
REPORTS ON YOUR 


Si stitutional 


Wharket 


Duane JONES, of the Duane Jones Company, 
marizes his agency's experience with the Drug and 
bcery package field and tells how these basic ideas 
‘lem @age applications to the huge institutional market. Mr. 


prise (@mpecializing in the package field as we do, we believe 
| COMM a primary purpose of advertising actually is to sam- 


the product at the lowest possible cost, that is, to get 


prospect to buy the first, second and third packages. 


52 


May Change Cooki 


E vignee Quetes 


F 


OL. 4. NOLS, MAY, 1944 


ICORATORS STRESS. [~ 
POWER OF-COLOR TO 
"STIMULATE. EMOTION 


br our clients we are able to get new customers with 


ing Widespread Use of Glass No te Gust Mor 


Block ee. oth Postwar 


1900 Prawse Avenwe Che age ‘6 


the technique we employ, for 8c each. This technique 
embraces not only many of the tried and true principles 
of advertising such as reason-why copy, appropriate 
media, etc., but also self-supporting forcing methods 
which induce customers to make the first purchase. 


"As we look at the institutional market, it is our experi- 
ence that these same credos apply in getting institutions 
to accept a particular product. We have found thaf 
institutional buyers react quickly to the same technique 
we have used so effectively on Drug and Grocery pack- 
age consumers. 


Experts Tell How to 
aa: Wallpaper 


I N £ J 


US A 


POSTWAR 1 PRODUCT FORECAST 


Urge Use of No-Point Low-Point Food Recipes 


FUNCTIONAL DESIGN, 
EASIER MAINTENANCE 


Serve These Foods! 


T TO 60 
| AR OF owe racing WILL BE FEATURED 


TWELVE PRIZE 


Dp Ol) WP UN 


CONSULT Your JI DVERTISING A GENCY 


PART IN CAMPAIGN Wisi, Range of Sizes 
and Makes 


Promised 


... Drug and Grocery Package Success 
applied to Big Consumer Field 


"The institutional field is worthy of serious thought and 
cultivation by food advertisers regardless of what their 
specialized approach to the food market may have been. 
The thousands of big hotels, restaurants, hospitals, Y. M. 
C. A.'s, asylums, government institutions, etc., constitut- 
ing the institutional market spend over 3 billion dollars a 
year for food alone. This is broken down briefly as follows: 


$1 ,600,000,000.00 


Commercial Restaurants 


Hotels 335,000,000.00 
Hospitals 80,000,000.00 
Industrial Cafeterias 730,000,000.00 
Schools 105,000,000.00 
Clubs 46,000,000.00 
Misc. Y. M. C. A.'s, Asylums, Govt. Inst. 

R. R. 150,000,000.00 


$3,046,000,000.00 


"This represents 20°, of the food market of the nation. 
Causing this vast market to accept a particular brand 
involves selling a comparatively small number of stewards, 
chefs, dietitians, managers and the like. A food manu- 
facturer, in contrast to the Drug and Grocery package 
market, can afford to pay a considerable sum per new 
customer in this field of mass feeding.” 


INSTITUTIONS Magazine is the only publication 
through which you can reach all related divisions of the 
institutional field. If your present or contemplated prod- 
ucts have an application to this field, your advertising 
messages in the columns of INSTITUTIONS Magazine 
will gain for them the kind of acceptance they must have 
to share in the huge institutional market. For details 
write to INSTITUTIONS Magazine, 1900 Prairie Avenue, 
Chicago 16, Illinois, or Consult Your Advertising Agency. 
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Tea Trade Resumes 
Ads and Research 
After Two Years 


New York, Aug. 31.—With a 
United States tea supply of 25,- 
252,000 pounds—more than twice 
as large as a year ago—the Tea 
Bureau will spend $250,000 in 
advertising and promotion in its 
fiscal year starting Oct. 1, Benja- 


min Wood, director, told ApvERTIs- | 


ING AGE. 

For the last two years, he ex- 
plained, the bureau has kept going 
on an annual budget of $100,000. 
The new fund, although only one- 


fourth as large as the prewar 
31,000,000-a-year, has permitted 
the bureau to reassemble its staff 
of men to contact chain stores, 
restaurants and other buyers, and 
will enable it to resume research 
work, through Elmo Roper & Staff, 
and advertising in grocery trade 
publications and _ tea-and-coffee 
trade journals. Plans are being 
made for resumption of some co- 
operative advertising, probably in 
newspaper supplements, by the 
bureau with producers of cheese, 
crackers, cereals and other prod- 
ucts, with the bureau paying for 
the advertising and getting the 
benefit of the manufacturers’ sales 
forces. In former years such re- 
lated-product advertising was run 
with General Mills, Kraft Cheese, 
Loose-Wiles Biscuit and other ad- 
vertisers. 

The Tea Bureau is supported by 
taxes on British growers in India 


and Ceylon and Dutch growers in| 
the East Indies. These funds have 
been accumulating in London and 
now total more than $5,000,000. 
Mr. Wood hopes to get back on a 
$1,000,000-a-year basis by Oct. 1, 
1945. 

William Esty & Co. is.the agency. 


Adler, Inc., Moves 


William Hart Adler, Inc., Chi- 
cago, has opened new offices at 
720 N. Michigan Ave. 


Donahue & Coe Named 


Southland Coffee Company, At- 
lanta, roaster and distributor of 
Bailey’s Supreme _ coffee, has 
named Donahue & Coe, Atlanta, to 
handle its advertising. The com- 
pany is starting a fall campaign 
in newspapers and radio in South- 
ern cities. 
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Food Industry 
Aims to Correct 
Public's Apathy 


New York, Aug. 31.—Most peo- 
ple don’t know much about the 
food industry and most other peo- 
ple seem to have distorted opinions 
about it, Grocery Manufacturers 
of America tells ADVERTISING AGE 
in releasing findings in test sur- 
veys, which led to the launching 
of GMA’s new public relations 
program. 

For example, of 1,415 house- 
wives whose opinions were’ sought 
on “how food companies have 
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the War Advertising Council 1 


ve are offering reprints of this advertisement to a 


nyone who wishes to have them.) 


aided the war effort,” 
pressed no opinion; 20.4 
industry “supplied inf 
nutrition: food cons< 
menus, etc.;” 5.2%, 
materials in packagi; 
“increased nutritive va) 
ucts or maintained pr: 
ity;” 48%, “through 
and frozen foods,” and 2 
moted the purcnase of \ 
All other answers to th 
totaled 13%. 

Asked for suggestions 
food manufacturers can to he 
the war program, 56.3 f { 
women had nothing to s: “Ke 
prices down” was sug id i 
6.6%; “maintain quality rod 
ucts” by 6.5%; “continuc pres 
efforts,” 5.2%. Other sugvestic, 


made from 4.6 to 1.6: if 
women, were “furnish crea 
quantities of foodstuffs. ins 
more equitable distribi:on~ 
food,” “pack in re-usable ja 
and “campaign against ‘ 


| Miscellaneous suggestio: 
114.4%. 
| Government Ranks High 


Among 1,309 housew 
ranked different agencies on ; 
basis of their contribution to | 
research, the government , 
| given a weighted rank of 265 
followed by home economics | 
|reaus maintained by publication 
20.1%; food manufacturers, 192 
universities and agricultural ¢9 
|leges, 15.4%; endowed reseay 
| groups, 12.8%; the medical pr 
|fession, 5.2%, and others, 0.8 
| Most of the women (70.3% 
| believed that the quality of pac) 
aged foods today is the sam 
| 21.2% said that the quality 
| declined, and only 8% noted gen 
|eral improvement. 
| To the question, “Who is 
|sponsible for the U. S. A. beiy 
the best fed nation?” differe 
|studies showed that the farm 
were ranked first, and governme 
agencies second, with food mar 
facturers third. Others mentione 
included retail and wholesale gr 


View Profits as High 


Composite answers to studies 
| whether or not “profits of f 
| manufacturers are reasonable 
| indicated that 42.5% of the wome 
|interviewed thought them to } 
|too high, as against 28.9° 

|sonable” and only .3% too lo 
|More than one-fourth of thos 
| questioned did not know. 


| Half of the women (499 


| believed that food manufacturers 


present profits are higher tod 
ithan before the war; 374 
thought the profits were about th 
|same, and 12.7%, lower. 

| One study indicated that th 
| American people thought t 

|}and grocery manufacture) 
-are making 26% profit, a GM 


| executive said. “Those interviewe 
| believe that these manufacturer 


| are entitled to a 10% profit. Actu 


|ally, profits of these companies ll 


| 1943 were less than 3% | 
|This contrasts with a pr b 
on sales of 4%4% in 1939. In 19 


1943.” 
Coe Heads Council! 
GMA has formed a Pu iic In 


|formation Council, with 


Burnett as adviser, to ld 
launching the research anc pudll 
| relations program. Memb: 


|the council’s policy and e» °cutiv§ 


|committees will be = an 
;soon. Stuart Peabody, the 
‘Company, and A. W. Sherr, %2 


tional Biscuit Company, 
chairmen of its operatin cm 
mittee. 


The program was initi 


and first announced by hi 


association’s meeting here © J! 
(AA, June 19). About 
GMA’s 300 member cc 


have contributed $150,00( 
and others will be appro 
}soon as_ possible. Cont! 
|}are being asked for in p! 
| to sales volumes. 


‘Renamed AFRA Hed 
| Lawrence Tibbett, 
opera star, was reelected 1: 
| to a fifth term as preside! 
American Federation of R: 
| tists, at the group’s annué 
ing in Cleveland. 


|SALVAGE ALL WASTE | ‘\?! 


profits will be even less ‘ian ! 


Coe as acting director ano Vern 


Paul S. Willis, president « iM ; 


radio & 


cab 
age 
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Che New York Times 
7 announces the purchase of 
: RADIO STATION WOXR 
i AND ITS FM OUTLET WOXQ 


ta We are proud to acquire a broadcasting medium 


er which throughout its history has consistently main- 


tained such high standards of quality in its productions. 


die This policy we shall continue and improve under the 
ol same management which successfully built up Station 


° sho WOQXR and Station WQOXQ. 


SS 
se 


aa The best musical features will form the bulk of pro- 
grams as before, and we look forward to the time when 
WQXR, as The Times own station, will expand its news ie 


presentation so as to be of still greater service to its 


all 4 


listeners and our readers. 


TARR 


bs Die Hiab Fidelity Station) 


WOXQ 


45.9 Megacycles 


WQXR 
1560 Kilocycles 


Station WQXR 730 Fifth Avenue, New York 19, N.Y. ClIrcle 5-5566 
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Ad Groups Speed 
Drives to Avoid 
New Paper Cuf 


New York, Aug. 31.—Confronted 
by the possibility of another paper 
cut for the fourth quarter of this 
year, due to lowered waste paper 
collections and expanding mili- 
tary needs, advertising, publishing 
and pulpwood interests are in- 
tensifying their campaigns to cre- 
ate, collect and conserve more 
paper. 

The pulpwood-cutting program 
of War Activities Committee of 


CORN — HOGS — OATS — CHICKENS 


yrmrwvuwvu>pD 
vumurpxrzan 


CATTLE — SHEEP — HAY — WHEAT 


Pulpwood Consuming Industries, 
|managed by Frank Block, which 
exceeded its goal in the first half 
of this year, received further im- 
petus this week from a campaign 
produced by the War Manpower 
|Commission, and approved by 
| OWI, which will put 1,000 offices 


‘of the United States Employment 


Service in 27 states to work get- 
ting more men to cut more wood. 

This drive will be especially 
strong in the Northeast, where the 
pulpwood manpower situation is 
“critical.” WMC has placed pulp- 
wood on its manpower emergency 
list, and WPB has listed it under 
“production urgency.” 


Offers Local ‘Tools’ 


A campaign book, to be dis- 
tributed by WMC to these USES 
offices includes various “tools” for 
local use and sponsorship: Display 
posters to get men to work on 
pulpwood and to keep pulpwood 
workers on the job; skeleton press 
releases, a booklet, and suggested 
copy for newspaper ads, radio 
spots, and speeches. The material 
may be used locally by USES 
itself, by local pulpwood mills or 
other sponsors. The War Activi- 
ties Committee and C. L. Miller 


Company, its agency, aided WMC 
in its preparation. 

Under Irving W. 
American Agriculturist, Ithaca, 
N. Y., the Farm Press Forest 
Products Committee has persuaded 
a dozen farm magazine advertis- 
ers to promote the pulpwood 
drive, starting with October issues. 
Among them are American Safety 
Razor Company, Beacon Milling 
Company, Block Drug Company, 
Cooperative GLF Exchange, De 
Laval Separator, Edison Splitdorf, 
General Electric, General Foods, 
Hinman Milking Machine, Johns- 
Manville, Johnson & Johnson, 
Nicholson File and Sinclair Refin- 
ing. A dozen other advertisers are 
expected to participate. 

In the first six weeks of a spe- 
cial drive in six southern states, 
employing six-a-week early morn- 
ing broadcasts over 24 stations, 
farmers in 200 “sample” counties 
are reported to have trebled their 
output of pulpwood and sawlogs. 
Periodical Publishers National 
Committee, of which Arch Craw- 
ford of The Saturday Evening 
Post is managing director, sponsors 
the drive. Forbes McKay of Pro- 
gressive Farmer is regional di- 
rector for this program, and Albert 


Ingalls of 
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Sidney Noble Agency, New York, 
works with PPNC on it. Repre- 
sentatives of WPB and county 
agents of the Department of Agri- 
culture are helping. 


Plan Northeastern Drive 


Plans for a special northeastern 
pulpwood drive this fall and win- 
ter were mapped recently at a 
meeting of government officials 
and representatives of newspapers, 
magazines, farm papers and the 
pulpwood industry in Boston in 
late August. Extra advertising, 
field meetings and possibly farm 
organization contests will be used 
to obtain greater pulpwood pro- 
duction on farms and to get dis- 
charged war workers and returned 
veterans to work in woods camps. 

In a current letter to all news- 
paper publishers, Edwin 5S. 
Friendly, New York Sun, chair- 
man of the U. S. Victory Waste 
Paper Campaign of American 
Newspaper Publishers Association, 
emphasized that “at no period of 
the war has there been a more 
urgent need for paper salvage 
than right now.” This campaign, 
he added, is still lagging behind 
the 667,000-ton monthly goal set 
by WPB. 


Modern 


Clutheritative View 


O 


OD 


. the only ABC plastics paper 
.. the authority on the subject 
. the established institution in its field 


_—ae 


Probably the greatest single factor making 
MODERN PLASTICS an institution in the plastics 
field, is its editorial policy. 


The precept upon which MODERN PLASTICS 


success has been built, is: to wait until proof of 


progress has been established before it is 
published in MODERN PLASTICS. MODERN 
PLASTICS lends its name to no fly-by-night 


development, no inventors’ dreams. It sticks to 


the facts. 


Plastics 


In an industry as rapidly growing as plastics, 


editorial vigilance and understanding are priceless 


assets. Years of experience have taught MODERN 


has the 


Plastics 


Editorial policy slants two ways. 


important trends. 


PLASTICS’ subscribers that this magazine can be 
depended on for factual information. 


Angle one: Aimed primarily at plastics users, 
it is largely devoted to new applications, new 


techniques, new advances and the surveying of 


Angle two: It points up the technical advances in 
plastics, so important to both users and to the 
industry itself — Molders, Extruders, Fabricators, 
Laminators and manufacturers — more than 95% 
of whom pay $5.00 per year to read MODERN 
PLASTICS. 


MODERN PLASTICS’ more than 400 advertisers 
will attest to the potency of this sound editorial 
policy in creating the single effective medium 
covering plastics markets. 


ERN 
LASTICS 


. one of America’s great industrial publications! 


MAGAZINE 


Chicago * 


Washington * 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Cleveland »« 
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A “Paper Trooper” dri 
school children, just testé 
Victory Waste Paper Can mer 
50 cities and towns, Mr. nd): 
said, has “produced an < : 
tonnage of waste paper.” he 
aid of WPB and the Fede, Foe 
of Education the plan ein 
extended throughout the ntre. 
during September. State ca. 
tional superintendents in : 
already have agreed to p ie 
facilities to work for it. q 


Working with Store. 


The ANPA group is nov 
ing with retail stores fro) 


i) 
il 


to coast to get them to urge wast, 
paper collections in their | \yer. 
tising. National advertiser wh 
are also big users of paper boxe 


and packaging, will be a 
give further support. 

Working with the ANPA «roy 
the waste paper salvage 4) visio) 
of Periodical Publishers N: (jon; 
Committee, headed by Williom | 
Carr of Time, reports that ire 
for the first 84 towns covereg 
show a 109% increase in lec. 
tions. Magazines and _ busines 
papers in PPNC for three month 


have put one-fourth of their sales. 
men’s time on waste paper collec. 
tions. 

Arnold D. Friedman of Chaj 
Store Age, paper conservatio; 
chairman of Periodical Publishers 


National Committee, announced 0; 
Aug. 28 that in the first 13 days 
of this drive among retail stores 
for greater re-use of packaging 
materials 255,217 WPB pledge 
|eards and 2,182 how-to-save kits 
/had been distributed. 
| Mr. Friedman’s committee 
now enlisting 55,000 drug stor 
and 10,000 general merchandis 
stores in this program. John Mc- 
Pherrin, American Druggist, 
chairman, drug trade subcommit- 
tee; Joseph M. Haskell, Dry Goods 
Journal, heads the group working 
with dry goods stores, and Ralph 
Friedman, Chain Store Age, and 
| Preston J. Beil, Syndicate Store 
| Merchandiser, are contacting va- 
|riety chains. 

National grocery’ advertisers 
|chain stores and various media ar 
| active. Miss Elizabeth Sweeney 
|food and household editor of Mc- 
|Call’s, has been named chairman 
of a PPNC committee of home 
|}economics editors of magazine: 
|and newspapers to make womer 
| generally more aware of the need 
|for paper conservation, First 
| meeting of this group is scheduled 
'to be held in New York Cit; 
| Sept. 1. 


Urges Joint Drive 


| The Joint Committee on Gor- 
jernment Relations of the Com- 
'mercial Printing Industry, headed 
| by James F. Newcomb, New York 
'and Edwin Lennox, Chicago, has 
' just issued a bulletin pointing out 
that “the next 60 days are crucial 
‘in the paper shortage situation 
|Since D-Day the army has taken 
greatly increased amounts of pape 
‘and pulp. As a result the Wa 
| Production Board has repeatedly 
| warned of the possibility o! ut 
'/in paper allotments for the 
quarter. .. 
| “But this cut can be preventec 
| A careful study of the paper situ- 
|ation and discussions with \\ as! 
ington officials has convince: 
joint committee that an “oul 
|effort by the commercial pr nung 
/industry for the next 60 day. Wi 
| prevent any further cut in pe 
| allotments.” 
The industry is urged: 
| “i. To conserve every |} 
{pound of paper. 
| “2. To give utmost sup} 
‘the paper salvage drive. 
| 3. To limit and postpon: 
far as possible all orders fo 
| stock during the next 60 d 
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Read it from cover to 
every week and think it 
of the best magazines in 
Juntry." 


Jones, V. P. 


WU LE LIFE ASSURANCE SOCIETY 
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61 experts, a part of The United States 
News, are specialists in labor relations, 
production and price control, war man- 
power, agriculture, taxation, etc. etc. 
... they represent 6! reasons why the 
reporting, spot-analyzing and interpretation 
that appears in The United States News is 


authentic, reliable, accurate, readable. 
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Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures. Pictograms and in 


simple English—clear. crisp. concise. 


* 


Daniel 


President in char f Advertising 


30 Rockefeller Plaza, New York 20, N.Y 


‘EWS OF NATIONAL AFFAIRS—more 


than ever 


important in the 
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U. S. Agencies Set 
Patterns for Sale 
of Surplus Goods 


Industry Aides to 
Advise on Marketing 
of Huge Supplies 


Washington, Aug. 30.—Federal 
agencies which will be charged 
with the sale of surplus property 
have already worked out a wide 
variety of methods of handling the 
billions of dollars’ worth of indus- 
trial and consumer items which 
will become available shortly after 
the end of the European war. 

Starting on the premise that 
almost every type of article will 
involve special marketing prob- 
lems, the agencies have imported 
specialists in consumer goods fields 
and other property classes to set 


| Agency, and shipping by the Mari- 
| time Commission. 

At Treasury Procurement, where 
|Munsingwear President Ernest 
|Olrich is serving as head of the 
property sales operation, a number 
|of experienced business men have 
| been brought in to head divisions 
jhandling various types of com- 
modities. Typical, probably, is 
Homer Hilton, chief of the gen- 
per products unit, and formerly 
sales manager for Agfa Ansco 
| Division. 

Treasury’s new business men- 
bureaucrats have worked out a 


number of publicity techniques for 
advertising their offerings, al- 
though no evidence has yet been 
offered of plans to buy space. 
Using rapidly expanding mailing 
lists, Treasury has developed a 
circular letter for eligible purchas- 
ing agents describing the offering, 
complete with suggested markets, 
and illustrations of possible uses. 

For instance, Mr. Hilton is offer- 
ing 1,000,000 5-gallon steel cans 
“ideal for carrying or storing gaso- 
line, kerosene, fuel oil or any non- 
corrosive liquid.” In a press re- 
lease, and in a circular letter, he 
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explains that these cans will be 
sold in minimum lots of 4,000 to 
eligible purchasers at three sepa- 
rate price levels “in order that 
nationwide equitable distribution 
can be accomplished through all 
divisions of trade and industry, 
and to allow the smaller retailer 
to participate.” 

All organizations recognized as 
wholesalers, jobbers or distribu- 
tors by the national wholesale 
association of each trade will pay 
75c each for the cans; nationally 
operated mail order houses, selling 
through catalog distribution or 


wholly-owned retail sto) 
pay 80c. Can reconditio; 
resell to retailers likewis« 
as do railroads, bus com) 
and paint companies, cha 
national buying head 
farmer cooperatives, or | 
selling to branches or 

retail outlets, such as tir; 
facturers selling through 
tions. 

Buyers of other classes 
such as boat owners, 
trailer camp operators, de} 
stores, hardware dealers, 
goods houses and others m 


| 


up machinery so that the goods | 


can be reintroduced into normal 
trade channels with a minimum of 
trouble, and at a maximum return 
to the government. 
Though Congress 
settle the law which will be the 


background of the selling opera-.| 


tion, officials believe that the 
actual manpower involved will re- 
main unchanged, and the general 
policies will be adaptable to what- 
ever administrative setup Con- 
gress creates. 


RFC Heads List 


Most important of the surplus 
property disposal agencies will be 


the Reconstruction Finance Cor- | 
its subsid- | 
iaries will handle all government- | 
tools, | 

and | 


poration, which with 


owned plants, machine 
supplies of raw materials, 
other so-called capital goods. 
Consumer goods will be sold by 
Treasury Procurement Division; 
food by War Food Administration; 
housing by National Housing 
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VERY FEW 


HERE are very few 

major cities in the 
United States, includ- 
ing the biggest, where 
newspaper leadership 
does not occasionally 
change hands. 


No such change has 
happened in Boston 
since 1928, when The 
Herald-Traveler took 
over and began its sen- 
sational climb to na- 
tional prominence 


Today, there are only 
three or four newspa- 
pers in America that 
speak the same lin- 
age language as The 
Herald - Traveler. 


Always First in Boston 
Often First in America 
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HERALD-TRAVELER 


Boston, Massachusetts 


en” 


George A. McDevitt Co. 


National Representatives 
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g0c, 
4000 or 
yo Original Manufacturers the original manufacturers. 


nother example of how Treas- 


- 000 yards of Bemberg mate-|of large and medium-size depart- 
1n to be available in gowns, |} ment stores as piece goods; 150,000 


,ough they must still take} was in an unfinished state. In| distribution in the smaller towns | government ona commission basis. 
more. order to make it suitable for|of the country. 
civilian use, it will be resold to; Among the problems which must 


At a hearing of the National De- 
fense Investigating Committee last 
be considered are credit terms,| week, however, surplus property 

To insure widest possible distri- | methods of guarding against spec- 
“fl : bution the material, capable of|ulators, extent to which govern- 
yy will turn merchandise back making at least 165,000 garments,| ment shall control prices of the 
at ade channels, trying at the] will be divided this way: 250,000} goods once they have been sold, In selling 
ame time to protect all legitimate | yards will be distributed through|and of course the major decision 
jenlers, appears in the sale of| original manufacturers to a group|of whether to sell the thing at all. 


Legal Aspects Unsettled 


administrator 
the legal aspects of this procedure To protect against speculators, 
were still unsettled. 


11 


just in case, RFC will have full 
reports on the plant’s peacetime 
possibilities: operating costs, 
|transportation facilities, taxes, 
| floor plans, competitors, etc. 


Defense Plants Corporation will 


$8,000,000,000 | sell machine tools only to those 
worth of plants owned by the gov-| who will put them to work. No 
ernment, RFC will consider pres-| sales will be for re-sale. 

/ent replacement value of the prop-| Sale of plants will be by nego- 
erty, marking off the excessive/tiation. According to Sam Hus- 


ices, blouses, pajamas and|/yards to 15 small wholesale dry| In some fields, such as radio) cost involved in wartime construc- | >and, who heads disposal for RFC, 


ott women’s wearing apparel.| goods houses which will pass it to| tubes, the surpluses may be turned | tion. 
aterial, originally purchased | small town retailers, and another| over to the original manufactur- : 
ed as parachutes for flares, | 100,000 yards to chain stores, for|ers, who will sell them for the| firms holding options on them, but being contingent on refusal of 


| undoubtedly 


Many of these plants wil] |e is ready to listen to offers at 
. purchased by | 22Y time for any plant, the sale 


present occupants to exercise their 


come back to real opportunity ? 


As the day nears when our fighting sons can begin counting the 
weeks before demobilization, there is a question for every one 
of us to answer: 


"Is an economic foxhole to provide the greatest secur- 
ity that America can offer these returning boys?" 


Recently enacted federal legislation assures hospitalization, 
education, unemployment compensation and other benefits that 
should help the veteran dig in for the struggle of shifting back 
to civil life. 


Splendid and desirable as these benefits may be, however, they 
can serve—at best—as mere temporary expedients. The great- 
est right to which that fighting son of yours and ours is entitled 
is the right to get back into the work of a peacetime world... 
the right to build his future and the future of his home so as to 
yield him the most from a world he fought to free. 


As we at Chilton see it, there is imperative necessity that every 
possible step be taken—and taken promptly—to put a sure 
foundation under American industry . . . to re-establish free 
enterprise on the broadest basis. 


Your boy's future security—like the security of all of us—rests 
entirely on how much we can produce . . . at costs low enough 
to permit the widest distribution of these products among us 
and among the people in other lands. 


That is the only practical way to assure these veterans true 
social security. And we at Chilton are proud of the opportunity 
to continue our support of enlightened industrial statesmen in 
their constructive leadership based on sound economics like 
these. 


CHILTON COMPANY (INC.) 


Chestnut and 5éth Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


i 
. <— 
ES? ~~ _— SP 


REEW OF OPTOMETRY je THE JEWELERS’ CIRCULAR-KEYSTONE « AUTOMOTIVE AND AVIATION INDUSTRIES @ MOTOR AGE 


ACON  @ THE SPECTATOR PROPERTY INSURANCE REVIEW e OD. & W. 


Chilton sources and influence are world-wide. 
Chilton Company (Inc.) has an equal interest 
in Business Publishers International Corp., 
publishing THE AMERICAN AUTOMOBILE 
(Overseas Edition), EL AUTOMOVIL AMERI- 
CANO, INGENIERIA INTERNACIONAL, In- 
dustrial Edition, INGENIERIA INTERNA- 
CIONAL, Construction Edition, and EL 
FARMACEUTICO. 


options. RFC, like Treasury, will 
do much of its business through 
its many field offices throughout 
the country. 

In most cases War Food is sell- 
ing excess food stocks back to 
original manufacturers. An exten- 
sive publicity system has been 
worked out within the trade to 
advise of these sales. Like other 
surpluses, food should be sold as 
promptly as possible, it is pointed 
out, to avoid loss to the govern- 
ment and to fill real needs that 
'exist now. 

Surplus salesmen join with 
M. L. Brenner, of War Food Pro- 
curement, who. says: “Almost 
every sale presents sOme new 
angle or problem, and procedures 
;must necessarily be kept flexible 
| enough to adjust to all conditions. 
With our experience now and with 
| the help of industry we are sure 
| we can shift to high gear when 
the load gets heavier.” 


| 
_Coleman Named Ad Mar. 
| Alex Coleman, formerly adver- 
| tising manager of Shure Brothers, 
Chicago, has been appointed ad- 
vertising manager of George A. 
Breon & Co., Kansas City, Mo., 
manufacturing pharmaceutical 
chemist. W. D. O’Connell, for- 
merly advertising manager of the 
company, has been promoted to 
| advertising director. 
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Can Advertisers Fight VD? 


There is no doubt that the 
venereal disease problem is a seri- 
ous one, any more than that the 
United States Public Health Serv- 
ice believes that the public needs 
education on the subject; both with 
regard to preventing diseases in 
this category, and assisting victims 
to find prompt and certain cure. 
Yet the problem of educating the 
public on all phases of this sub- 
ject, as has been proposed by the 
War Advertising Council in ccop- 


eration with the Office of War| 
Information and the U.S.P.HLS.., is | 


both a delicate and difficult one. 


The advertising campaign on the | 


subject, “Stamp Out VD”, which 
has been prepared by a volunteer 
agency and advertising manager 
under the direction of the Council, 
seems to us to be a highly con- 
structive approach to the subject. 
It is aimed at familiarizing young 
and old with the dangers inherent 
in uncontrolled spread of venereal 
diseases, and acquainting them 
with their nature, prevention and 
cure. That 5,000,000 cases of 
venereal disease exist now in the 
United States is ample evidence 
of the seriousness of the situation 
and the need for widespread and 
authentic public education. 

The Metropolitan Life Insurance 
Company, in its fine series of ad- 


vertisements on public health sub. | 
jects, has made important contri- | 


butions in this field, and Reader’s 


Digest, which has been foremost | 


among general publications in its 
discussion of public health prob- 
lems, has published articles by 


Surgeon General Thomas Parran, 
of the Public Health Service, and 
others on this topic. Thus it seems 
clear that informed opinion recog- 
nizes the necessity of frank dis- 
cussion of the once forbidden topic. 

The Catholic News, of New 
York, has condemned the proposed 
Advertising Council campaign on 
the ground that in effect it con- 
dones the immorality on which 
most cases of venereal diseases are 
based, and that it offers too ready 
a means of escaping the penalty. 
While this, it seems to us, empha- 
sizes the moralistic point of view 
on what is essentially a public 
health problem, it cannot be de- 
nied that many other Catholic 
publications and perhaps other re- 
ligious journals might take the 
same view. 

It seems to us unfortunate that 
church leaders, who must admit 
that the restraints of religious 
training have not done much to 
solve this problem, are inclined 
to attack what after all is a prac- 
tical method of eradicating a blight 
on civilization. When religion finds 
it impossible to control human 


| nature, science must come to the 
| rescue. 


We hope that advertisers who 
have been considering the sponsor- 
ship of the Council campaign will 
have the courage to present it to 
the public. It will represent a 
service unquestioned value to 
our people, even though there are 
many who will plead that they 
should be left in ignorance. 


of 


Television and the Movies 


In his interesting and able ad- 
dress at the NAB convention in 
Chicago last week, James L. Fly, 
chairman of the Federal Com- 
munications Commission, called 
attention to the important part 
which moving picture producers 
and exhibitors may play in the 
future development of television 
He expects them to produce films 
for telecasting purposes, to be de- 
livered directly to stations, and to 


provide exhibition facilities for 
televised reproductions of im- 
portant sports events and other 


vccasions of great public interest. 

The broadcasting industry is 
preparing to go along with 
developments in this field, and to 
make necessary adaptations in its 
techniques in order to the 
public the results of the most ad- 
vanced sound and 


new 


give 


engineering in 


video broadcasts. Many standard 
broadcasting station operators will 
be licensed for both FM and tele- 
vision broadcasting, and no doubt 
a gradual shift in methods of serv- 
and audiences will 
take place as new types of receiv- 
the 


to commercial 


listeners 


ing 
ers in the hands of public in- 
crease proportions. 
The problems of advertisers will 


continue to become more complex, 


both in keeping abreast of new 
program production requirements 
and at the same time following 
the trend of listening as it moves 

new directions. The future of 
sound and sight on the air is % 
brilliant and exciting one, but it 
carries with it new and important 


for 
broad- 


responsibilities and problems 


advertisers as well as the 


medium 


casting 


Free Liquor 


Cpl. Frank M. Sheehan, sta- 
tioned at Miami Beach, was so im- 
pressed by this advertisement of 
Dade Cut Rate Liquor Stores in 


COME AND GET IT: 


FREE 
RUM 


At All Dade Cut-Rate Liquor Stores 
All You Pay Is the Federal and 
State Tax, Freight, Insurance, Labor 
and Cost of Bottle, Case and Cap 


= tu WO8 
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NO CHARGE FOR THE RU™! 
Choice of several popular brands. 86 Preoi, Imported 
Rums. (No Puerto Rican Rums in this group.) Yalues up 
to 4.48 per fifth. 
| 
| the local papers that he sent it on 
|to Ad-libbing, declaring that the 
|ad is causing a considerable sensa- 
tion. 


” 


| rum is being given away “free, 
| but if tie-in sales to retailers have 
been as wide-spread as we be- 
lieve, there are a lot of liquor 
|dealers who can be expected to 
|have embarrassingly large stocks 
| of rum on hand which they will 


}sooner or later be glad to sell at 
|}a considerable discount. In fact, 
it is our impression that unless 
|rum manages to emerge from the 
war the new national 
stocks on hand are likely to be 
large enough to supply 
for a long time to come. 


as 


Welcome, Seller! 

American Welding & Mfg. Com- 
'pany, Warren, O., has joined 
the ranks of those 
which have decided that it pays to 
| treat visiting salesmen as human 


beings, and has developed a four- | 
is presented to! 


page folder which 
visiting salesmen. The idea is not 
new, 
couple of new twists which will 
probably earn it gratitude of 
salesmen, even though other local 
industries may not appreciate the 
idea quite as much 
American Welding’s 


the 


“welcome” 


piece not only contains room for 
writing in the salesman’s name, 
but also includes the full names 


and titles of all the company ex- 


drink, ! 


demand | 


| ing 


companies | 


but American Welding has a} 


information 


ecutives, 
what the company makes, items 
such as the location of the men’s 


some on 


wash room and the telephone 
number of the local cab company, 
and a neat bid for sales coopera- 
tion: 

“The American Welding & Mfg. 
Company specializes in welded 
ring constructions used primarily 
by other manufacturers in the fab- 
rication of such finished products 
as motors, generators, tractors, 
ring gears, marine equipment, 
tubing, and a long list of war 
equipment. . We shall welcome 
knowledge of where we may be of 
service to manufacturers of your 
acquaintance.” 

Most unusual, perhaps, is the 
back page, which has a large scale 
map of the town of Warren, with 


24 points of interest to salesmen | 


carefully located. The points of 
interest include three hotels, the 
railroad and bus stations, and 19 
industrial plants which the sales- 
man may want to visit. 


Brings ‘Em Back Alive 


Procter & Gamble Company is 
using large space in the trade 
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The following document 


lay 
be secured without charg: m 
companies sponsoring the OF 
through ADVERTISING AGE, by an, 
national advertiser or adver sins 
agency executive writing o: his 
business letterhead. 
No. 2382. Books and the Chi cago 


Daily News. 


This new brochure, issued by 
the Chicago Daily News, has. re. 
produced in its pages, numeroys 
examples of spot news and feat 
material devoted to books— i; 
dition to its regular Wednesday 


book pages. Several pages are de. 
voted to the weekly review, with 
special emphasis on the Christmas 


book section, including a record of 
book publishers’ linage, 1930-1943 


No. 2393. Newspaper Spot An- 
nouncements. 
Kelly-Smith Company has is- 


sued this booklet listing for per- 
haps the first time front page and 
inside page reading notice rates 
|for every daily and Sunday news- 
paper in the United States. Such 
announcements today, it is ex- 
|plained, “frequently permit an 
| agency to convey to the public an 
|advertiser’s message, which be- 
| cause of newsprint rationing could 
not appear in regular display 
| space.” 


No. 2383. About True Story. 


Miniature sales data sheets en- 
closed in a folder, issued by Tru 
Story, provide a handy condensa- 
tion of useful information about 
this publication as well as the wo- 
|/men’s service magazines, weeklies 
'and monthlies listed. The material 
covers circulation, including dis- 
| tribution by city sizes, by occupa- 
|tion, income groups, etc., reader- 
|ship, True Story’s ranking among 
|other magazines and a wealth of 
other data. 


| 


No. 2322. The Story of the Okla- 
homa City Depot of Air Serv- 
ice Command. 

This $35,000,000 wartime pro- 
ject, described in the February A’ 
Transport, is retold in a new folde: 

issued by the Daily Oklahoma’ 
and Oklahoma City Times. 


press to get grocers and others to | 


return reusable shipping contain- 
ers to the company, with an offer 


This is the first instance of | to pay cash for those which are 
which we have heard in which| returned in usable form. Reusable 
|containers, the company tells re- 


tailers, are worth three times as 
much as damaged containers, and 
the ads include simple 1, 2, 3 
directions on how to open and 
flatten containers without ruining 
them, so that they may be sold 
back to the company for reuse in 
shipping soaps and Crisco. 


Jottings 
Another of those cues to an 
early end of the European war 


1as turned up—this time from a 
New York hotel which is prepar- 
to house British executives 
coming to America for postwar 
business. To supplement its ad- 
vertising in Mexico and South 
America, Essex House has placed 
a schedule with the airmail edi- 
tion of the London Times, its first 
ad appearing in the Aug. 8 issue, 
making it incidentally, the first 
American advertiser in the airmail 
edition of that paper. , 

Jantzen Knitting Mills head- 
lined its outdoor advertising this 
year with the admonition, “Come 
on You Sunners,” and William 
Sunners of Brooklyn promptly an- 
swered the call, asserting inci- 
dentally that his family of four is 
probably the only group of Sun- 
ners in the country... 


No. 2321. Trend Study. 

In this report of magazine rea‘- 
ing habits of business executives 
Business Week presents trends ir 
|readership vs. trends in circula- 
| tion; readership trends on the basi 
‘of costs; trends in penetration by 
business functions, and other fact 
disclosed in a survey covering both 
1943 and ’42 readers. 


No. 2339. The First Reader 


Subtitled “What Every Acver- 
tising Executive Should Know, 


this 16-page illustrated fo|der 
demonstrates how the United 
| States News filled a need its 
field, lists the services it overs 
and presents figures on its cir ule 
tion. 

No. 2343. Textiles—Consué! 


Panel Report. 
This 56-page booklet sum ar 
izes consumers’ experiences vi’ 
their textile and clothing Ul 
chases as revealed in a s’V®) 
completed by the product use 20 


development division of 006 
Housekeeping. 
No. 2342. The Significant Pe p!' 


Termed a report on the “N:°¢y 
survey of Newsweek families, ‘”* 
brochure details facts asser »/e 
after ‘““Nosey” visited 50,000 \ vs 
week families by mail and dr w ® 
14% response. Results of 
filled-in questionnaires were ‘ 9 
lated by Fact Finders Assoc: ‘©. 
Inc. 
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Warns Industry to 
Plan Sales Staff 
Changes Now 


cincinnati, Aug. 29.—It is none 
~ arly to “at least plan the re- 
tation of sales organizations 
elling methods,” T. J. New- 
sales manager, electric ap- 
a] e division, Westinghouse 
Fleciric & Mfg. Company, today 
: 1e 18th annual meeting of 

‘ational Industrial Stores As- 

on. 

lace considerable emphasis 

» selling end because I am 

subscriber to the popular 
iiction that pent-up demand 

ored-up wealth are going to 
take merchandise away from us 
for too long a period,” he said. “A 
buvers market can develop much 
quicker than we expect, and per- 
haps ‘wishful thinking’ at that 
time may be too late.” 

As long as demand exceeds sup- 
Mr. Newcomb declared, busi- 
management can be reluc- 
tant to train and build up a selling 
staff. But, he added, “products 
may be changed, policies may 
be different, terms, prices and a 
host of conditions can prevail that 
require thorough training, season- 
ng and experience, before a sales- 
man can be productive for himself 
yr his employer.” 

The general outlook for the 
postwar competitive picture is 
“kaleidoscopic,” he said, because 
every conceivable type of retail 
outlet is planning to go into the 
electric appliance business, and 
the same thing is true for the dis- 
tributing and manufacturing ends 
of the business. 

“It appears that the appliance 
industry may be knee-deep in 
neophytes, with whom most any- 
thing can happen,” he said. “From 
the manufacturing angle, tere 
vill be products, some of which 
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SPOT 
BROADCASTING 
LIKE A 
CONNOISSEUR'S 
DINNER, IS 
“A LA CARTE"! 


Exclusive 


National 

Representatives: 
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— 
latest radie information, call 


Fi EE & PETERS, Inc. | 


Pio -er Radio Station Representatives 


Since May 1932 


CH! GO: 180 No. Michigan...... Franklin 6373 | 
NEV YORK: 444 Madison Ave...... Plaza $4120, 
AT. STA: 322 Palmer Bidg........... Main 5667 | 
SAN RANCISCO: 111 Sutter........ Sutter 4906 


"0. “WOOD: 6331 Hollywood Bivd.. Granite 3615 
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may be attractive in design and 
price, but loaded with latent main- 
tenance liabilities. Combine this 
with distributor and retail dis- 
tribution that may be inexperi- 
enced or have an intent to ‘buy 
their way into the market’ and we 
might be confronted with tactics 
and policies on the ‘screwy’ side.” 


McBride Elected V. P. 


Thurlow E. McBride, treasurer 
of American Engineering Com- 
pany, Philadelphia, has been 
elected a vice-president. 


Four Join Olian 

Olian Advertising Company, St. 
Louis, has added the following to 
its executive staff: Harold A. 
Thomas, formerly merchandising 
manager of Schenley Distillers 
Corporation and Shell Oil Com- 
pany; Janet Jenkins McCoy, for- 
merly with Cluett, Peabody & Co., 
New York; Jean Sacks, formerly 


fashion advertising manager of | 


Famous-Barr Company, St. Louis, 
and Betty Smith, formerly adver- 
tising manager of Jaccard’s, St. 
Louis. 


\Schiaparelli Appoints 


Louis Bezard, formerly with 
Houbigant Sales Corporation, New 
York, has been named production 
manager of Parfums Schiaparelli, 
Inc.. New York. Recently ap- 
pointed sales representative in 


New England and on the East | 


Coast for the perfume company is 
R. M. Kadjar, formerly of Gou- 
rielli, Inc., and Arthur Hadley, 
former sales and advertising man- 
ager of Wonderstone, has been ap- 
pointed sales representative on the 
West Coast. 


13 
'Clement Co. Moves 


Randolph R. Clement, San Fran- 
cisco advertising company, has 
moved to larger quarters at 615 
| Commercial St. 


For Signs of 
the Future 
Look to— 


TO SAY TO MANAGEMENT-MEN 


Every day brings the business enterprises of this country closer to 


the problems of peace . . . to the problems of war contract termina- 


tion, reconversion, re-employment, re-adjustment . . . to the search 


for new equipment, new materials, new markets. 


No wonder there is an avid appetite among management-men 


for every scrap of business news which will help them anticipate 


these problems and solve them before they must be met. 


So Business Week is packing helpful business news, forthright fore- 


casting and interpretation into every page of every issue. And 


Business Week's advertisers are bringing their campaigns in focus 


on new objectives. They—and you—have many things to say to 


management-men. 


A 


N 
D ONE 


TO SAY THEM 


In May, a nation-wide Ross Federal survey showed company presidents 


voting Business Week ‘‘the one magazine most broadly useful to me as a 


management-man in business.’ 


Such reader confidence and 


reliance on 


Business Week is going to be of very special value to advertisers in the, 


hard-selling days ahead. 


The News-base of Management's Decisions 
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‘Better Home Town 
Program Set Up 
by Georgia Power 


Local Activity for 
Postwar Improvement 


Fostered by Utility 


Atlanta, Aug. 30.—In an ambi- 
tious plan to develop its own busi- 
ness by helping the communities | 
it serves to increase their industry 
and to gain more trade, more tour- 
ists and more population, Georgia 
Power Company, serving all but 
20 Georgia counties, has launched | 
a “Georgia Better Home Towns 
Program” to encourage communi- 
ties within the state to analyze 
their assets and liabilities, and 
then to get to work building a bet- 
ter, more prosperous, more attrac- 
tive place in which to live. 

The program, in which the com- 
pany is working closely with the 
Georgia Agricultural and Indus- 
trial Development Board, the CED, 
U. S. Chamber of Commerce, local 
chambers of commerce and other 
groups, is a two-fold plan in 
which Georgia Power assists local 
communities within the state to 
improve themselves, and at the 
same time heralds the natural 
postwar advantages of Georgia to 
out-of-state people and industry 
with an advertising campaign 
which got under way this week 
in six metropolitan newspapers 
and nine industrial business 
papers. 

The first advertisement features 
Governor Ellis Arnall’s statement 
that “there will not be a single 
tax increase so long as I am in the 
governor’s office,” and urges in- 
dustrialists to “plant the future in 
Georgia—center of the South.” It 
is appearing in the New York 
Times, Chicago Tribune, Washing- 
ton Times-Herald, Detroit Free 
Press, Wall Street Journal, Com- 
mercial and Financial Chronicle, 
Manufacturers Record, Ceramic 
Industry, Glass Industry, Ameri- 
can Wool and Cotton Reporter, 
Food Industries, Modern Industry, 
Electrical Manufacturing, Shoe 
and Leather Reporter, and Furni- 
ture Manufacturer. 


Select Best Fields 


The trade list is made up to 
reach manufacturers in those fields 
Georgia believes it is best able to 
serve — notably china, glassware, 
woolen cloth and clothing, pre- 


cision instruments, electrical! contest for essays on “5 Ways to| 
| 


“a 
4 
ee 
y. , 
FOR TOUNG FOLKS AND GROWN-UPS 4 
WHO WRITE BEST ESSAYS ABOUT 


‘S Ways lo Make my Communily (feller 4 


Identical Prizes for Best Essoys 
By Young Folks ond ape 
"1,000 BONDS FIRST PRIZES 


o> paines 
varres 


+300 somes 
+200 BOmoDS 
+100 Bomos 


+50 8ONOS Me 
$25 SOwDS mex 


Be GEORGIA POWER COMPANY 

BETTER TOWNS—Announcement of a 
prize essay contest on how to improve 
local communities, which Georgia 
Power Co. ran in 14 Georgia news- 
papers during the latter part of Au- 


gust, as part of its community devel- 
opment program. 


} 
| 
|with prizes evenly divided be- 


equipment, shoes, leather goods, 
furniture and food products. 

As part of its campaign to stir 
up interest and action within the 
state, the initial national adver- 
tisement was repeated this week 
in full four-column space in ten 
Georgia newspapers, with a head- 
ing and tailpiece explaining the 
reason for the campaign, giving 
the list of publications in which it 
will appear, and explaining that 
“by means of more national pub- 
licity for the advantages of the 
state,’ the number and variety of 
profitable industrial enterprises 
can be measurably increased. 


Set Up Community Committees 


While this national advertising 
is of importance in bringing the 
advantages of the state to non- 
residents, Georgia Power Com- 
pany wisely plans to concentrate 
most of its attention on the “bet- 
ter home towns” program, with 
the idea of stimulating action on 
community planning. To this end 
it has developed a carefully-con- 
ceived plan of action for local 
communities, beginning with the 
selection of a Better Home Town 
Committee, composed of local citi- 
zens, in each community. The 
company emphasized that it is 
willing and eager to be of the 
greatest possible help in each case, 
but that success of the community 
effort depends on 
community’s own citizens. 


Last week the plan was given a/| 


big sendoff with publication of 
large-space advertisements in 14 
newspapers throughout the state, 
announcing a $5,200 war bond 


r 


help in analysing market 


ELECTRONICS 
a Vie NShichbooves 
sa : 
The Magazine of 
Electrical 


Interested «rn ELECTRONICS? 


If you are planning to sell your equipment to the 
© industrial 
© commercial 
® institutional 
markets, this new bulletin will give you valuable 


opportunities, and key- 


ing sales plans to established buying habits. 


Your copy of ‘‘Electronics 


Shirtsleeves’’ is ready. 


Write for it today. 


Electrical 


_. Contracting 


A McGRAW-HILL PUBLICATION 
330 W. 42nd St., New York. N.Y 


A.B.C. A.B.P. 


Construction & Maintenance 


action by the} 


Make My Community Better,” 
tween youths under 18 and their 
|elders, and with hundreds of extra 
prizes scheduled to be given to 
winners in local county run-offs. 
Those entering the contest are 
offered a miniature edition of the 
“Wartime Program for Georgia’s 
Peacetime Progress” 
tains complete data on the home- 
town improvement plan, with defi- 
nite suggestions for organization 


community. 

This plan book sets up the fol- 
|lowing “5-star goals of a better 
| home town”: 

1. Attractive employment for 
|returning servicemen and war 
| workers, and for present and fu- 
| ture citizens. 
| 2. Promising opportunities for 
the advancement of all. 

3. Comfortable living condi- 
tions for citizens and visitors. 


which con-| 


and operation of the plan by any | 


it's Advertising Age, Septembe 


tributions to (1) keeping the 
young people in the home com- 
munity and attracting new resi- 
dents; (2) bringing more business 
ito the town and more farm pros- 
perity to the section; (3) expand- 
|ing existing industries and estab- 
|lishing new ones; (4) attracting 
|more tourist trade. 

While Georgia Power, through 
|its national advertising and its in- 
|dustrial development department, 
|plans to do everything possible to 
| bring new industries to the state, 
the community planning booklet 
emphasizes that there are many 
| kinds of small, locally-financed in- 
|dustries which Georgians can 
establish on their own initiative, 
including such things as freezer 
lockers, dehydrating, canning, 
cheese and other plants for proces- 
sing local products, and any other 
industries that would process the 
raw resources of Georgia farms, 
forests, mines and quarries. 
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“It has been charged that I am a friend of 
1 admit it. I am also a friend of moderay 
bie and little business. I want to make it pos 
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Get the gleam in this farmer’s eye...the happy mixture of pride and awe 


4. Modern schools and good ated 
disease: ss sn aed . Makes 12 Suggestions tional" advertising of Georgia Powe, Reo! 
5. Pleasant recreational and| Outlining 12 suggestions “for| ©® to attract new industry to the teps it 

social facilities for citizens and|any community that really wants| ‘téte: which appeared last week in sis nunit 
visitors. to become a better home town”—| "ewspapers and nine business papers, Mtion. T 
Each of these points is to be|such homely suggestions as the — eal ce 
studied by the community com-j|cleaning up and brightening of/ trees and flowers, providing ade- zed, Ol 
mittee in the light of their con-| stores and restaurants, planting of | quate marketing facilities, mark. Mpparticul: 
crop report on... Ove 
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He is a sales cultivator; an advertiser who began, four years ago, trans 


planting his crops to network radio acreage. He has just reckoned up th: 


yield of his fields during this period. Hence his pleased expression. 


Prior to 1940, his harvests were only so-so. Up one year; down the next 


Then he sampled the soil of network radio. Every year since, he has pros 


pered mightily. By 1943, his sales had risen 324%; profits were up 775%! 
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istorical spots, improving 

+, conditions, etc. —the plan 
asks, “When does the pro- 
start?” and answers: 


“«Ayy community can start work 


now! Its own Better Town 
ttee should consider these 
questions and take these 
teps toward their practical 
What have we got? ... 
ut the facts about the town, 
ind bad, and face them 


What do we want? ... De- 
. objectives for making the 
etter. 

How can we get it? .. . De- 
e solutions for making the 
inity a 5-star better home 
n light of the facts.” 


Company Offers Help 


“postwar plans 
worth the paper they’re 
1 on unless they are trans- 
into action and _ results,” 
regia Power explains the six 
t will take to aid any com- 
which wishes its coopera- 
These include assistance to 
committees already organ- 
or help in organizing them, 
ularly through a new di- 


vision of trained, experienced men | - 
set up by the company; supplying 
free literature, advertising and| 
publicity material for local use; 
stimulation of agricultural prog- 
ress in the surrounding area 
through its agricultural division; 
supplying, without charge, the | 
services of its own industry plan- | 
ners and promoters; furnishing, 
without charge, the services of 
company engineers to communities | 
which wish to survey their mu-| 
nicipal services and_ properties; | 
and publication of the series of | 
national advertisements previously | 
mentioned. 
The company will do everything | 
in its power to aid any commun- 
ity, but emphasizes that “the ac- 
tual fruits of substantial commun- 
ity development will come only to 
those towns whose own citizens | 
visualize the needs of the future 
and begin to think clearly, plan 
boldly, and work hard... now!” 


BEST OB NWICKEL 


Lee Hainline Promoted MN, 


 - a Se EM, % # at & ee ~ etiane 
CMANDY T” £.f i" 29 ie 
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LEADS PARADE OF BEAUTIES—This windblown Elvgren girl lends her decorative effect to the first in the new series of 
| outdoor posters which are appearing throughout the country for Whiz candy bars, 
Kane Advertising, Bloomington, is the agency in charge of the account. 


made by Paul F. Beich Co., Bloomington, 


Lee Hainline, western manager | 
of Texas Farm & Ranch Publish-| pointed director of advertising at ; 
ing Company, Dallas, publisher of| Dallas. He will be succeeded ;. | Caterpillar Forms New . 
Farm & Ranch and Holland’s, for| western manager in Chicago by Community Relations Div. 
the past eight years, has been ap-!|L. R. Barnhart. | Caterpillar Tractor Company, 


Over all, he’s been sowing lots more seed every year, with more and more 
and MORE of it in radio—and every network penny of it in MUTUAL. First 


a small hookup, then more and more and MORE stations. Up to 182 today. 


And here, in tabular form, are the reasons for that pleased gleam in his 


eye. (All four years showed gains, and 1944 is producing even better). 


' Peoria, Ill., has formed a Com- 
/munity Relations division, which 
will be under the direction of L. J. 
Fletcher, recently awarded the 
Cyrus Hall McCormick medal for 
contributions to the nationwide 
training program during wartime. 
Assistant director is Fred R. Jolly 


of the advertising staff, who will | 
be aided by Robert Culshaw of | 
the sales development department. 

The division will take an active 
part in community affairs and will | 
work with civic groups and other 
organizations with the objective of | 
contributing to the community’s | 
well-being. 


Heads WCOL Publicity 


James L. Renick, formerly di- | 
rector of athletic news service at | 
Ohio State University, has been 
appointed head of the publicity 


ATAA Sets Fall Meeting 
Advertising Typographers Asso- 
ciation of America will hold its 
18th annual meeting Oct. 12-14, at 
French Lick Springs Hotel, French 
Lick, Ind. Among the speakers 
already announced are Frederic R. 
Gamble, president of the Four A’s: 
Harry L. Gage, vice-president, 
Mergenthaler Linotype Company: 
Fred Heitkamp, American Type 
Founders, Inc.; William A. Duboc, 


| Hamilton Mfg. Company; Fred W. 


Farrar, Reilly Electrotype Com- 
pany, and Frank M. Sherman, 
Lanston Monotype Machine Com- 


| pany. 


Two Join Klingensmith 

R. E. L. Rainey Jr., formerly 
with Diamond Match Company, 
Chicago, has joined the creative 
staff of H. M. Klingensmith Com- 
pany, Canton, O. S. L. Huffman, 
previously with Moser & Cotins, 
Utica, N. Y., and Timken Roller 
Bearing Company, Canton, has 
been appointed an account execu- 
tive of the agency. 


d ti d t t f 
a. 1940 sooiemane i. 
NATIONAL ADVERTISING $388,000 $892,000 
emeuittienmetnatieimediin — = - —E | 
PERCENT IN MUTUAL 39%" 65% | 
NUMBER OF STATIONS 10 178 | pafecndrie yg 
NET SALES $991,000 = $4,206,000 | IN 
it = or emis | NON-METROPOLITAN 
NET PROFIT (before tax) $209,000 $ 1,831,000 
~ paca : cf | M 
HOOPERATINGS (same period each year) 4.4 10.3 | ICHIGAN 
* includ ng non-MUTUAL spot campaigns in two cities in 1940; the entire a d ea been devoted to ideas ae {942 | 


We’re withholding this man’s name at his request. But we can tell you this: 


he’s not really a farmer (except in the sense of raising profitable sales); he’s | 
not a war baby (no war contracts, and a scant tenth of his goods go over- | 
| 


seas); he’s not unlike other MU'’TUAL clients who have found “the more 


UTUAL, the more sales’’ (you should see the happy glint in their eyes, too)! 


nere’s more to this story than fits this space. The rest of the facts would 
| a book. So we’re filling such a book now. Watch for it—and learn what 


‘ can raise from MUTUAL’S 


his...is MUTUAL 


HOME DAILIES. 


as for the news of the day. 


results. 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 

Grand Haven Tribune 
Greenville News 
Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 


air acres. 


35 East Wacker Drive, 
Chicago |, Ill 
Phone: STAte 7942 


Each dot on this map represents an important Michigan 
market that is blanketed by the circulation of one of the 
member newspapers of THE MICHIGAN LEAGUE OF 
Every area so represented depends 
upon its home town newspaper as a buying guide as well 


If your product has distribution in these communities, 
it is important that your advertising message be displayed 
in the newspapers that serve them. 


There is only one yardstick for advertising value — 
RESULTS. These Michigan dailies will prove to you that 
they are read more thoroughly and do produce amazing 


Marshall Chronicle 
Midland News 

Mount Pleasant Times-News 
Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group” 


Represented by 


SCHEERER & COMPANY 


441 Lexington Ave., 
New York 17, N. Y 
Phone: MUrray Hill 2-2423 
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16 
Nash Mulls Net Show 


Nash - Kelvinator Corporation, 
Detroit, which has not used net- 
work radio since it sponsored 


Complete Coverage 
of one of the 
greatest 
post-war industries 


John B. Kennedy in October, 1940, 
on what was then NBC-Blue Net- 
work, is considering a musical 
|series this fall, with network and 
time not yet decided. The com- 
| pany is understood to be audition- 
ing possible talent for the pro- 
gram, but will probably not an- 
nounce details until later in Sep- 
tember. Geyer, Cornell & Newell 
is the agency. 


Form Petroleum Co. 
American Eastern Petroleum 
Company, jointly owned by Stand- 
ard Oil Company of California and 
the Texas Company, has_ been 
formed at San Francisco to handle 
|foreign exploration and develop- 
ment activities of foreign interests 
owned by the two companies 
mainly in Egypt, New Zealand, 
Australia and Netherlands East 
|Indies after liberation from the 


is Bway, New York J | J apanese. 


GM Uses 900 
Papers to Salute 
Its G. I. Joes 


Detroit, Aug. 31.—In newspaper 
advertisements of 1,500 and 1,000- 
line size appearing currently in 
900 dailies and weeklies in 750 
cities from cost to coast, General 
Motors Corporation salutes the 
100,637 former GM employes now 
in the armed services. Copy dis- 
closes that the corporation is wait- 
ing to welcome them back, and is 
planning jobs for them. The ad- 
vertisements will have a total cir- 
culation of 42,000,000. 

The General Motors plan for 
rehabilitation and re-employment 
of former employes has been in 
operation for many months, the 
company also revealed, and al- 


ready 6,500 men discharged from 
active service have returned to 
work in GM plants. 

As a general policy, it is pointed 
out, every effort is made to place 
returned veterans on jobs which 
are most suitable from the stand- 
point not only of productivity but 
also of economic return to the 
worker. It is anticipated that the 
great majority will be physically 
able to resume their usual occupa- 
tions. The GM plan for rehabili- 
tation of handicapped veterans is 
thorough and comprehensive. It 
provides all possible assistance 
and training to fit men injured in 
military service for normal em- 
ployment. It calls for coordinated 
supervision of the activities of 
plant medical departments, em- 
ployment departments, training 
facilities, etc., officials explained. 

The ads are placed by Campbell- 
Ewald Company, Detroit. 
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RENEW AT WEBR™ 


ONSISTENTLY 


Advertisers like to keep their programs on the Baltimore station that does the job! 


Real friends stick with you through the years. And 


when that happens in radio... 
renew contracts year after year... 


when advertisers 
. look for two big 


reasons—service and Jisteners/ 


WFEBR has been delivering plenty of both in Balti- 
more for a long, long time...that’s why advertisers 


stay with us! 


Here are the facts! 


A quick glance at the record shows that: our oldest 


advertiser has been on 
years. 


the air with us for over thirteen 


.. then, there are 2 advertisers for eleven years, 1 


for ten years, 3 for nine years, 3 for eight years and 3 


for six years. These are just our oldest consistent 
advertisers. The great majority of WFBR’s adver- 
tisers, both local and national, have enjoyed solid 
sales results for periods of three to six years. 


The fact that so many advertisers like our station 
well enough to consistently renew is just part of the 
story that we have been telling advertisers right along 
... that in Baltimore, a market of a million, it’s just 
good business to put your shows on WFBR. 


RADIO CENTRE, BALTIMORE-2, MARYLAND 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


* ANOTHER GOOD REASON WHY | } EB R IS YOUR BEST BALTIMORE BUY! 
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Beard Leaves McGrew 
to Join Reynolds 
David S. Beard, forn 


ager of the direct mail ee 
circulation department Mc 
Graw-Hill Publishing ©: mp,,\ 
New York, has resigned 19 jo), 
Reynolds Metals Company, [o,;. 
ville, as assistant to David P. Rp, 
nolds, vice-president and « \veni. 
ing manager. Mr. Beard jj }! 
in charge of direct mail ertis. 
ing and consultant on trad« advo. 
tising. , 

Succeeding him at McG) sw-y 
is Henry C. Henderson, ‘ently 
manager of mail Circulaton 4, 
Mill Supplies, Wholesaler’: Saje,. 


man, Electrical Contractiy, 
Air Transport. 


Six Elected to AFA 


The Advertising Federation 4 
America has elected the followin; 
new members: Charlotte Obseryo; 
Charlotte, N. C.; U. S. Navy Mag. 
azine, Washington, D. C.; Fvenin, 
Telegraph, Dixon, Ill.; Carr Lig. 
gett Advertising Agency, Cleve. 
land; Register, Santa Ana, (aj 
and Service Engraving Company 
Detroit. 


ALBANY 


--A SOUND MARKET-- 


Well distributed sources of 
income provide a solid }a- 
sis of purchasing power. 


-- A PRODUCTIVE MARKET - 


in the experience of this well: 
known Albany retailer. (3rd 
KEYHOLE CLOSE-UP of an 
Albany business firm.) 


McMANUS & RILEY—Albany: 
largest and most — successful 
Men’s and Boys’ Wear estab! ish- 
ment. This store has a long his 
tory of profitable business opera- 
tion in Albany. It is personally 
owned and managed by Edward 
J. Riley and his son, Edward. 
Jr., natives of Albany. Their 
continual efforts to improve the 
store physically as well a» in 
volume of business = bave 
achieved gratifying results. 


Three years ago they began 0 
seriously cultivate the daily «nd 
Sunday TIMES-UNION | eudi: 
ence. In 1943 they used 15°./! 
lines in this paper, giving | * 
leadership of over 50,000 lines. 
Now, more than ever be! re. 
Albany merchants realize = ‘1! 


the TIMES-UNION deliver: 
* Coverage 
* Acceptance 


*Economy 
*Resu/ 


Alban 


DAILY and SUNDAY 
A HEARST NEWSPAP-R 
Represented Nationally / 


HEARST 
ADVERTISING SERVICE 
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“You cannot succeed 


ME 


LK. 


y not doing things: 


1On of 
lowing 
SET Ver 
Mag- 


aa of the sound sense of those seven simple 
words has been written in every dispatch date- 
lined Vichy instead of Paris. 


For France, sitting in “security” behind her Maginot 
Line, tried to succeed by not doing things. 


So far in this war, America has followed the other 
course, 


Starting with little to do with — fighting of necessity 
a delaying action while we gathered our strength — 
we nevertheless built and trained and prepared for 
the attack — and today are herding the Nazi and 
Nipponese hordes to their holes, by bomb, barrage 
and bayonet. 


But the question remains, as the shape of victory be- 
comes clear on the horizon, just what we will do in 
the peace to come, 


You can’t produce the goods that spell prosperity 
and opportunity and growth with men paid not to 
do things. 


You can’t get grain or good red beef from farmers 
paid not to plant and grow and raise and reap. 


You can’t expect ambition to urge on men lulled 
into inactivity by worship of a seeming “security” 
based on the idea that the government owes them a 
living — for their votes. 


a can’t realize America’s world-wide chance to 
break all previous records by heeding those drilled 
ic the slow-down school, whether you find them in 
lor or management, 


And what shabby treatment of returning heroes, 
flushed and eager with the pace of victory’s drive, 
to welcome them home, pat them condescendingly 
on the shoulder — and tell them to go sit in the 
corner and wait for their handout! 


No, this is not the forward-looking future for 
which American blood has been shed. 


This is not the purpose for which we poured out our 
wealth, built up our factories, developed our new 
processes and products, bought freedom from mili- 
tarism’s yoke, 


Our people did this for a dynamic future — for the 
forward-looking ’forties and not a return to the 
hopeless and threadbare ’thirties, 


They did it for an on-the-march America — and 
there’s an obligation on every free American news- 
paper, placed there by the dawning sight of victory, 
to keep that fact hammered home on high and low 
alike, 


*William Randolph Hearst in a bulletin to his editors 


Hearst Newspapers welcome that obligation. For 
many years they have sought to perform similar serv- 


ice, telling the story of now as a prelude of the, 


greatness of tomorrow. That is why, in more than 


a dozen key cities of America, they have earned the» 


confidence and special regard of the nearly 5,000,000 
families who read them. Thus: 7 


If it is on-the-minute, accurate news they want, they 
look to Hearst Newspapers first. 


If it is authentic interpretation of events or trust- 
worthy editorial counsel they want, they look to 
Hearst Newspapers first. 


If it is features, news pictures, cartoons, columnists’ 
comment, society, sports or business news they want, 
they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser 
with an eye on the future will ignore. 


It is simply that in planning marketing programs to 
reach these people, he should look to Hearst News- 
papers first, as do they. 


JOURNALISTIC FIRSTS BY HEARST NEWSPAPERS 


In the great and varied task of making the modern newspaper interesting, interpretative, entertaining and service- 
able to the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts”: 


It was Hearst Newspapers that first used 
photographs a5 @ part of news-story coverage 


It was Hearst Newspapers that first used full lar by-line writers and columnists to provide 
time foreign correspondents to assure full cor 


specialized coverage of important subject 


It was Hearst Newspapers that first developed erage of news from beyond our borders. as finance, radio, politics, entertainment, society, 
; etc. 

the cartoon into a regular strip, and then into 1s evae Hearst Newspapers that developed the 

the comic pages which have become such a first complete magazine distributed with Sun lt was Hearst Newspapers that first used and 

factor in American life. day newspapers developed the idea of special features, such a 

It was Hearst Newspapers that pioneered the serial stories, household hints columns 0k 

use of color in news and editorial columns, It was Hearst Newspapers that first used regu- ing news, etc, 


HEARST NEWSPAPERS 
Saran 


Serving the American People — their Freedom, Security and Progress — by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


\NY TIMES-UNION 
rning and Sunday 


I IMORE AMERICAN 
iday 


Morning and Evening 


Evening and Sunday 


TIMORE NEWS-POST DETROIT TIMES 


ening Evening and Sunday 


LOS ANGELES EXAMINER 
Morning and Sunday 


TON ADVERTISER 
nday 


BOSTON RECORD AND AMERICAN 


CHICAGO HERALD-AMERICAN 


LOS ANGELES HERALD-EXPRESS NEW YORK MIRROR SAN FRANCISCO CALL-BULLETIN 

Evening Morning and Sunday Evening 
OAKLAND POST-ENQUIRER 

MILWAUKEE SENTINEL Evening SAN FRANCISCO EXAMINER 

Morning and Sunday PITTSBURGH SUN-TELEGRAPH PES Sas Sunes 
Evening and Sunday 

NEW YORK JOURNAL-AMERICAN SAN ANTONIO LIGHT SEATTLE POST-INTELLIGENCER 

Evening and Sunday Evening and Sunday Morning and Sunday 
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Canadian CofC Moves | 


Offices of the Canadian Cham- | 
ber of Commerce and Canadian | 
Business have been moved to 304} 
Bay St., Toronto. 


THEY GET 


7-BILLION 


FROM A FEW MILLIONS 


They get it from a market many of their | 
big competitors have overlooked. Per. | 
haps, you, too, are overlooking the 7-bil- 

lion dollars spent yearly by American 

Negroes. So find out how advertisers in 

Negro field are reaching biggest markets 

at littlest costs. Write today to Inter- 

state United Newspapers, Inc., 545 Fifth 

Avenue, New York !7, New York and be | 
ready for some startling, profit-revealinc 
facts. 


| tion. 


Finds Non-RFD 
Subscribers 
Are Still Farmers 


Philadelphia, Atg. 31.-—In an 
effort to re-channel non-farm 
circulation into farm producers’ 
hands, Country Gentleman has 
emerged with some unusual fig- 
ures as to who and where is a 
farmer. 

At the suggestion of Charles C. 
Rees, manager of the magazine, 
subscribers whose names carried 
no RFD addresses were surveyed 
to determine how many were 
farmers and how many were not. 
A letter and return postcard were 
sent to 350,000 such names in 
towns of 10,000 and less popula- 
More than 150,000 returns 


just tabulated show that more 


than 69% fell into one of these 
+main three classifications: 

| 1. Actually living on an RFD 
route which was not shown on 
Country Gentleman’s mailing list, 
28%; 

2. Actually living on a farm 
| but receiving mail at a post office, 
| 25.5%; 

3. Living in town but owning 

and operating a farm, 15.4%. 

Another group, represented by 
| 27% -of the returns, said they lived 
in town and did not farm, Mr. 
| Rees said, “but had a definite and 
| direct interest in agriculture. They 
were farm suppliers, such as hay, 
| grain, seed, hardware and imple- 
ment dealers; other dealers such 
as automobile, shoe, grocery and 
drug retailers 
comes very largely from farmers; 


whose _ business | 


veterinarians, bankers, editors and | the 
publishers of county seat news-| merchandising department, 
| papers, county officials, farm coop-| nah, Wis. 


Advertising Age, Septemb. 


erative managers and members; 
Department of Agriculture em- 
ployes, agricultural teachers, and 
men who operate creameries, chick 
hatcheries and cream buying sta- 
tions.” 

Apparently, he explained, “little 
large-scale re-channeling will be 
possible.” 

The survey is being extended to 
larger cities and these results will 
be made available soon. 


Kimpak Uses Told 


Uses of Kimberly-Clark Cor- 
poration’s wood fiber packaging 
material, Kimpak, are described in 
a 12-page booklet just issued enti- 
tled, “Here’s How Kimpak Can 
Solve Your Postwar Packaging 
Problem.” Copies are available at 
company’s advertising and 
Nee- 


Dave Baylor of WGAR, first radio war correspondent representing a single, inde- 
pendent station to broadcast from the European theatre, faces the BBC North 


American mike. More recently his broadcasts have come from France. 


aE Tre 


2. \siley 
os x a i 


Top Officer of Ohio's “Fighting 37th” which later served at Guadalcanal, Bougain- 
lle and Munda, Major General Robert S. Beightler told WGAR listeners that 


ville 
“vour beys are good soldiers.” 


= 


he 


. 


ad 

nn 
Free-Speech 

Mite 


men now are in Europe. 


= SEREERAARAALE 


Field Work by WGAR engineers and mikemen has created outstanding 


wartime programs for Cleveland’s Friendly Station 


Radio preserves personal touch between men 
in service and home through Cleveland’s WGAR 


HEN Ohio’s own 37th division joined the Louisi- 
Wi. maneuvers in 1941, WGAR staff men, tran- 
scription trucks and microphones went along. Before 
Pearl Harbor, special correspondents of Cleveland’s 
Friendly Station had visited 13 army camps and 
naval bases, sending back stories of what hometown 


boys were doing, often transmitting their voices. 


Today, the WGAR microphone brings messages 
from England, France, Australia, India, Hawaii, 
Alaska, Italy and many distant Pacific isles. It 
brings special direct broadcasts and interviews from 
Dave Baylor, the station’s own war correspondent 
on the European front. It carries the voices of Ohio’s 
fighting men back to their families and friends. Six 
special correspondents report for WGAR from the 


war fronts in more than fifteen weekly programs. 


It has been WGAR’S aim to be a live link 
between the boys in service and the folks 
at home. And this all dates back to that 


day in 1941 when the station pledged itself 


“in service of home and nation”. 


t 


Two of these five 


| 


» 1944 
Dealer Drive >; 
Lee Feature H ts 


Built on MBS Show 


Danbury, Conn., Aug. 3 Spe 
cial promotion for the D Car. 
negie Thursday evening = 


on Mutual will get un = = 
Sept. 7 when the sponsor, Fran} 
H. Lee Company, starts wee), 
newspaper ads in the 30 “station: 
cities, announcing what spe,). 
personality Carnegie will (ise. 


on that evening’s progr: On 
each preceding Monday, «|! Le 
dealers in the radio areas \y\|] y¢. 
ceive postcard reproductions 
the newspaper ads, urging ther 
to trim their windows with Le 
Feature hats, which are plugge 
on the show. Tiny Ruffner, ap. 
nouncer for the series, titled “Ljt., 
tle Known Facts About We} 
Known People,” also directs jc. 
teners to local agents. 

Newspaper mats showing the 
three Feature hats—the Hamle; 
Mohawk, and Rex—will be maile; 
to all Lee accounts throughout 4) 
country. Half-page ads in Collier, 
during the fall season are a); 
scheduled, with reproductions ; 
be mailed to the trade before the 
issue date. Agency is Berming. 
ham, Castleman & Pierce, Ney 
York. 

Disney, Inc., hat maker sub. 
sidiary of Frank H. Lee, is plan. 
ning fall ads in Esquire and th 
trade press this fall for its three 
Feature hats—the Finnegan Twist, 
Oxford and Robin Hood—with 
mat reproductions to be used by 
dealers for local newspaper adver- 
tising. Grey Advertising Agency, 
New York, handles the Disney 
account. 


Thomas Clark Promoted 


Thomas F. Clark, formerly 
supervisor of the Buffalo advertis- 
ing and publicity extension of the 
Worthington Pump & Machinery 
Corporation, has been appointed 
assistant advertising manager in 
charge of engineered product divi- 
sions at Newark, N. J. 


The Diesel market has many 
ramifications. The marine field, 
for example, represents a mar- 
ket for Diesels plus an equally 
important market for everything 
needed on the thousands of Die- 
sel ships and boats in service. 
Therefore what is commonly re- | 
ferred to as the “Marine Diesel 
Market” is in fact also the mo- 
torshipping market which em- 
braces all phases of Diesel vessel 
construction, equipment, oper 
tion, maintenance, and repair. 

Similarly the “Industrial |ie- 
sel Market” embraces everyt!ing 
needed to set up and run an it: 
dustrial Diesel plant. Typica! 
examples of what is included 
are generators, switchboards. vi 
bration control equipment, ¢'cc 
tric lighting systems, healing 
plants, fuel storage tanks, 0! 
ing towers and all the supp ies 
and services required to hvep 
the plant running. 

Two kinds of coverage ‘re 
needed—horizontal and ver 
Our two magazines in com! 
tion provide horizontal cc °™ 
age. Either will provide ver! \:«! 
coverage, as for example |“: 
TORSHIP’S marine circula 
For blanket or horizontal |‘ 
erage use both magazines. 
are the only A.B.C. Diesel 
lications. Their combined | 
circulation is greater than 
other Diesel publication 
combination rates are attra: 
ly priced. 


DIESEL 
PUBLICATIONS, | 


(192 LEXINGTON AVE 
NEW YORK 16, N.Y 
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FOR MORE .___ 
THAN 43 YEARS — 


T'S BASIC 


It's a basic American habit to read at home in the evening 
hours when workday duties are done and the mind is free to 
seek its own desired pleasures, to explore, to reflect. Here in 
this great Mid-West city of Chicago more than a million reader- 
friends—to satisfy their night-time reading mood—turn to the 
pages of The Chicago Daily News. It is their preferred family 
newspaper, their good companion and counsellor. 


T’S BASIC 


The circulation of The Daily News is of such important size 
that it may be generally termed mass circulation. But its 
unique and basic character is determined by the fact that it 
is selected mass. This Daily News key-audience in Chicago 
represents a cross section of the most desirable proportions 
in relation to the buying potentials of Chicago's various resi- 


dential districts. 


T'S B 
Business executives have long recognized the basic value 
of The Daily News in their Chicago marketing plans. For 43 
consecutive years they have placed in The Daily News more 
Total Display advertising than in any other Chicago newspaper 
—morning, evening or Sunday.* This leadership is the testi- 


mony of confidence—confidence which asserts that The Daily 
News is Chicago's BASIC Advertising Medium. 


*For fair comparison, liquor linage omitted since The Daily 
News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY NEWS 


LY NEWS PLAZA: 400 West Madison Street, CHICAGO 
ROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Name Crosley Distributor 

Woodward, Wight & Co., New 
Orleans, has been appointed by 
Crosley Corporation, Cincinnati, to 
handle distribution of a full line 
of Crosley products in southern 
parts of Louisiana, MiJssissippi, 
Alabama and northwestern Flor- 


@ @ @ the source of daily 
business news ... the pref- 
erence of management men 
@ @ @ jn the greatest indus- 
trialarea—the central west. 


NIAA Members 
Asked to Vote 
da ‘on Expansion 


Increased Dues 
Would Support 
Enlarged Program 


| ters, 


tation “of the most forward step 
ever taken in the history of the 


| NIAA.” He said it had been sug- 


gested that each chapter meet be- 
fore the annual NIAA member- 


ship meeting, to be held here Sept. | 


23, and vote on the reorganization 
proposal and financing plans. 

It has long been apparent, Mr. 
Lackens said, that the present 
method of attempting to serve the 
membership is inadequate both in 
manpower and finances. “The 
answer, of course,” he said, “is a 
more adequate staff at headquar- 
ters with a paid executive officer 
whose duty it would be to initiate 


/}and carry through such activiti 
Chicago, Aug. 31,—Members of | M oe sue ivities 


the National Industrial Advertis- 
ers Association will be asked next 
week to vote, by individual chap- 
committee and 
alternate plans of financing reor- 


for which the members have ex- 
pressed a desire.” 


Members Suggest Services 


A questionnaire was sent out to 


Advertising Age, Septem). 


| these 10 preferences: 


How to use industrial publica- 
tion space most effectively; market 
analysis; study of advertising re- 
sults; advertising budget studies; 
sales promotion, visuals and train- 
ing; industrial sales costs in rela- 
tion to advertising; reading habits 
of industrial buyers and profes- 
sional development (tie); measur- 
ing publication values; analysis of 
company competitive position; and 
media studies and clearing house 
for research material (tie). 

To support this expanded pro- 
gram, a committee financing plan 
suggests a sliding scale of mem- 
bership dues which it is estimated 
would raise $66,600 annually, with 
chapters retaining $21,000 of this 
amount. Under the present NIAA 
setup, the association receives $5 
from each member, resulting in an 
annual income of around $10,000, 


|instead of the actual me 


ganization of the NIAA to provide | Members, the NIAA chief said, re- | an 
|an enlarged service. sulting in more than 600 returns| with receipts from conferences 
| Frederic I. Lackens, NIAA presi- | Showing what members wanted in| and incidental sources raising the 
‘dent, in a letter accompanying a the way of increased benefits from | total to $13,000. 

| brochure outlining the new pro-|an enlarged staff. Of 20 suggested The committee schedule, based 
gram, terms it the official presen- | activities, the total vote produced |on a membership figure of 2,100 


-.. and no bull! In dairy cattle quality is 
largely inherent in the male . .. A well bred sire, 
for instance, can beget daughters which will deliver a 
thousand pounds of milk and seventy-five pounds of 
butterfat more per year than their mothers! . .. 
But an aristocrat bull, fittingly fed, 
well groomed and exercised, often 
bad tempered, is too much of a luxury 
for the farmer with a small herd . . . Now 
artificial insemination, proven and practicable, makes possible 
better breeding . . . brings larger production and profits to 
any dairy herd . . . can step up substantially the nation’s milk 
supply in a relatively short time . . . Artificial insemination 
is only one of the new developments in the last decade’s 
agricultural revolution . . . of which SuccEssFuL FARMING 
has been the prophet, protagonist, propagandist .. . 
faithfully and fully reporting new discoveries from inception 
to use, every new method, item of equipment, protection and 
profit possibility ... Because SuccessFUL FARMING serves the 
country’s most successful farming—42% of the farmers in 
the 13 Heart states, New York and Pennsylvania .. . with the 
largest investment, yield and cash income... And a margin 
between income and expenses that makes them the best “‘class”’ 
market in the world today—makes SuccEssFUL FARMING a major 
medium to new volume and profit potentials well worth the 
consideration of any market-wise, sales sophisticated national 


advertiser! ... Ask to see the supporting, surprising data on 


SF subscribers . . . available any office 
... SuccessFUL Farminc, Des Moines, 


New York, Chicago, Atlanta, 


San Francisco, Los Angeles. 


2,600, ealls for annual qd; 
ing from $25 to $100 dep 
the size of the advertise: 
advertising budget and a; 
lings of publishers and 
Members - at-large wo 
about $25 annually, 
members $35. 

The alternate plan calls ¢ 
dividual membership dues of ¢); 
plus chapter members Mes 
with a company or suciainiy 
membership in NIAA at $100, Ty 
company or sustaining member. 
ship, the NIAA brochure «& 
forth, would enable the 
tion to finance special ac} 
such as the “professional develop, 
ment program,” at an estimate 
cost of: $20,000. ' 

Following the vote by chapter 
Mr. Lackens said, NIAA head 
quarters will announce furthe 
plans for the reorganization, sym 
as revision of the by-laws, seleg, 
tion of headquarters personnel, jp, 
cluding a paid executive officer 
etc. 

“The extra demand for servigg 
brought on by the war accent). 
ated the inadequacy, not only of 
the headquarters staff, but of the 
small working capital resulting 
from a low rate of membershj 
dues,” NIAA said. “And | the 
greatly stimulated demand fy 
ways and means of meeting the 
merchandising problems of the 
postwar period makes it abso. 
lutely necessary to enlarge NIAA’s 
facilities for rendering service.” 


Set 


Hartley Wire Appoints 

Hartley Wire Die Company, 
Thomaston, Conn., has appointed 
Products Research Company 
Stamford, Conn., industrial agency. 
to handle its advertising in trade 
and business publications. 


Sherry to McCord 


William J. Sherry, former 
branch manager of Loose-Wiles 
Biscuit Company at St. Paul, has 
joined McCord Company, Minne- 
apolis, to handle special merchan- 
dising services for the agency. 


NUF SED — 


More people in Okla- 
homa listen regularly 
to KVOO than to 
any other radio sta- 
tion . . . additional 
thousands in adjacent 
states also depend on 
KVOO for best radio 
reception... KVOO 
is located in the cen- 
ter of Oklahoma's 


richest No. | market 


area. 


— 7 


Incorporated 


National Repres 
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Why did LIFE tell this to the marines? 


‘ing that makes LIFE an overwhelming From a corporal in Italy: “LIFE bridges the Their enthusiasm for LIFE takes on added sig- 
ite with servicemen is the straight, fearless | gap between us and our families by telling them nificance when one considers the powerful role 
editorials deal with national problems. things about the war we can’t tell in ourletters... these men will play in postwar America. 


» P b . P ~ 4 7 ~~ 
5 whatt« marine in the South Pacific re *S2 a to, % hat’s happening on other fronts. 


rote about LIFE’s editorials: From a lieutenant in England: “LIFE keeps us 
informed on the progress of science and art.” 


a vs alt a 

od work, LIFE. Keep up those hard-hit- : | 
| 

| 


editorials and articles. People need to From a corporal in the Aleutians: “LIFE is like 
w the truth, both about the war and ques- —_a breath from home... gives us not only the news 
299? aie’ 
s of the future! but the very flavor of the U.S.A.” i 
sands of letters, servicemen tell us why All over the globe, millions of servicemen read 
at the top of their reading list, second only — LIFE’s regular edition or the lightweight overseas aE 


rs from the folks at home. edition (without advertising). Favorite magazine of the armed forces 
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Census Bureau 
fo Rush 1944 
Industry Study 


Production, Employe, 
Consumer Spending 
Data Will Be Sought 


Washington, Aug. 30.—The Bu- 
reau of the Census and other 
agencies must work at top speed 
to prepare for the study of Amer- 

4 ’ ica’s 1944 production and employ- 
: ment situation, ordered today by 
President Roosevelt to insure a 
permanent record of the all-out 
war economy and factual infor- 
mation to assist reconversion. 
Apparently a surprise to officials 
as well as business men, who had 
been making plans for a_ well- 
rounded study of production, dis- 
tribution, and employment for 
1945, the President’s order never- 
theless was popularly received by 
government people who conceded 
that a record of 1944 would prob- 
ably be more significant than that 
se of any year in the immediate 
future. 

Under the President’s plan, the 
Bureau of the Budget is to arrange 

~ for the census bureaus, and pos- 

By sibly other departments, to collect 
Sl information on industrial produc- 
“a tion, employment and consumer 
income and expenditures. It 


is 


To Start Jan. 1 


ficials admit that the entire plan 
for streamlining the Census of 


in the interests of expediency and 
that even the prewar census of 


manufactures will have to be 
trimmed in order to complete 
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expected that earlier plans for a_ 
Census of Distribution, and a Cen- 
sus of Minerals will be postponed. 


In addition to dismissal of plans | 
for a Census of Distribution, of- | 


Manufactures must be postponed | 


preparations in time for the Jan. 
1 starting date. 

Though the presidential census 
is likely to be disappointing to 
marketing people, because it will 
contain no reports on wholesale or 
retail activities, it is believed here 
that in view of their demands a 
census of distribution may be 
taken in 1946 for 1945, manpower 
permitting. 

The Presidential order com- 
pletely upsets plans which had 
been well under way at the De- 
partment of Commerce for an all- 
|inclusive study of the semi-war 
economy of 1945, which was to in- 
clude a Census of Manufactures, 
a Census of Minerals and Dis- 
tribution, and a Sample Census of 
Population. In all probability, of- 
ficials concede, this complete pic- 
ture will not be drawn now until 
1950, when reports for the year 
1945 in all these fields can be col- 


lected, Another Census of Manu- 
factures will probably be taken 
for 1947, however. 


Enthusiastic About Project 


Despite this upset in plans, as 
well as a number of imposing 
problems brought about by the 
Presidential order, officials are en- 
thusiastic about the project. It is 
generally conceded that 1944 will 
provide excellent statistical ma- 
terial, whereas 1945 isn’t likely to 
give a good picture of either a 
war or postwar economy. 

In taking the study, the Bureau 
of the Census is expected to make 
its regular Census of Manufac- 
tures, with possible curtailment of 
the number of schedules. When 
the Census of Manufactures was 
last taken, in 1939, 140 separate 
industry schedules were used. 

Officials expect considerable dif- 
ficulty in collecting the informa- 


tion, one Department of Commerce 
executive pointing out that mail- 
ing lists are in desperate shape 
since many firms are no longer in 
the same line, or perhaps not even 
in business, and many new firms 
have come into existence. 


Planned List Revisions 


Originally, planning on a cen- 
sus a year from now, the depart- 
ment had intended to spend at 
least six months revising its mail- 
ing lists. However, officials be- 
lieve that industry will cooperate 
to the utmost in collecting the in- 
formation, mindful that the ma- 
terial will be of great value dur- 
ing reconversion and in the search 
for postwar possibilities. 

The job may be somewhat sim- 
plified in the metal working fields, 
where WPB is currently collecting 
complete information on produc- 


, tion methods, usage of metal, and 


Advertising Age, Septem) 


other details inherent j; 
sus of Manufactures. 
fields, such as_ bakerie: 
tiles, the war agencies | 
useful material, it is sa 

One reason for omiss 
Census of Distribution, 
said, is because much , 
tribution information w, 
no value to marketing pe. ))}. 
way. Sales of war ma‘ 
war material componen 
be of no postwar value 
plained. 
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Stresses Need for Dat, 


In ordering the census ma, 
President Roosevelt noteq 4), 
favorable development of the mj; 


fronts has emphasized th: need | 
speed up preparations for eventy, 
reconversion, This proc ; 
said, would involve “a great ed 
of accurate and comprehensive j, 
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© Coq mation concerning industrial] wages in the nation as a whole 
Oth duction, the status of industry,}and in the principal industry 
d tol -}- well being of the nation’s| areas. “With this,” he pointed 


articular,” the President 
Of tl nlained. “I believe that the sta- 
record should include an 
of our industrial system 


be (Mi ile it is geared up for maximum 
© anvil duction auring 1944. This may 
‘als qa] the peak year of produc- 
WOU.) for many years to come.” 
as ell «Ay intimate knowledge of the 
in characteristics of the econ- 
ta ny ng this year will be im- 
tant not only as a guide to our 
Maddhops toward reconversion but as 
| thal part of the record which is es- 
€ milMbytial for military preparedness 
batt the future.” 
eed 
entry Asks ‘Running Account’ 


“sy Mr. Roosevelt also asked a 
‘t dedi inning account” of the status of 
Ve ing nioyment, unemployment and 


out, “‘we should know more about 
the effects of the war on the in- 
comes, expenditures, and savings 
of the great masses of our people.” 

The census will be taken as a 
war project without a special ap- 
propriation, the White House said. 
According to present plans the 
Bureau of Census, in addition to 
the Census of Manufactures, will 
do a study of consumer income, 
and in all probability, the Bureau 
of Labor Statistics will compile 
wage and wage rate figures and 
consumer expenditures and sav- 
ings. Census has already com- 
pleted plans for the Census of 
Agriculture ordered by Congress 
to start Jan. 1. 

The over-all study will be sup- 
ervised by the Bureau of the Bud- 
get, under Stuart Rice, assistant 


director in 
standards. 


President suggesting the project, 
the Bureau of the Budget pointed 
out that the Census of Manufac- 
tures for 1941 and 1943 had been 


|set aside as a result of the war| 


|situation, and that a 1945 survey, 


|catching industry in the midst of | 


/reconversion like that of 1919, 
| would represent neither a war nor 
| peace year. 

| “The problems involved in the 
| demobilization of members of the 
|armed forces and the readjustment 


|of the civilian labor force will be | 


|solved more readily if reliable in- 
|formation on employment and un- 
employment is available. Further. 


organizations. 
| 
Will Aid Reconversion 
In a communication to the 


| Southern 


, Toronto sales office. 


ing power in the hands of the pub- 
lic,” the Bureau explained. 


Opens Chicago Office 


T. W. Smith, formerly advertis- 
ing manager, H. L. Peace Publica- 
tions, New Orleans, publisher of 
Fisherman, The Work 
Boat and Southern Marine Review, 
will open a Chicago office for the 
company on Oct. 1. Warren Glea- 
son, managing editor of the three 
publications, has been promoted to 
associate publisher. 


Heads Fiberglas Sales 


Grover C. Book has been ap- 
pointed general sales manager of 
Fiberglas Canada Ltd., Oshawa, 
Ont., and will be located at the 
He was for- 
merly with Duplate of Canada. 


BETTER ADVERTISING 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


R. M. GIBBS 
428 Park Building 
Pittsburgh 22 
Atlantic 1832 


Rotter God Gor Gore 


We at The Iron Age are happy to be members of the 
ssociated Business Papers team. This active, alert 


brganization contributes much to us, to our readers, 


ome of the more important of these helpful services? 


fective business paper advertising — in helping the 
ndvertiser to get a bigger return on his investment. 
Here’s evidence: Free work books for advertising 
planners, including the ‘‘Tell All” book . . . ““A Guide 
0 Effective War-time Advertising” . . . “Mr. President: 
Meet Your Advertising Manager” ... “Intensive Ad- 
ertising” ... “How I Hamstrung My Advertising 


gency”... “Transition Themes for Business Paper 


1016 Guardian Building 


nd to our advertisers. May we remind you here of 


hs Do 


Advertisements” and several others. 


these pamphlets possible. 


BETTER EDITORIAL MATTER 


The Iron Age’s ABP membership helped to make 


The Associated Business Papers help us to do a 


better job editorially — brings us closer to Industry, 


Trade and Government through the National Confer- 


The Association is most active in promoting more 


“In Business Papers, look for the ABP Seal of Integrity” 


REPRESENTATIVES 


ROBERT F. BLAIR 


PEIRCE LEWIS 
7310 Woodward Ave. 


ence of Business Paper Editors, in which Iron Age par- 
ticipates enthusiastically and profitably. Other services 
that aid our readers through more effective editorial 
material include: A Clearing House for advanced pub- 
lishing ideas — and such group activities as the Dotted 
Line Club, Circulation Council and Promotion Round 
Table, where our staff can keep constantly in touch 


with the latest and best in publishing trends and ideas. 


R. RAYMOND KAY 
2420 Cheremoya Ave. 


Cleveland 14 Detroit 2 Los Angeles 28 
Main 0988 Trinity 1-3120 Granite 0741 
c. H. OBER B. L. HERMAN D. C. WARREN 

H. E. LEONARD Chilton Building P. O. Box 81 

100 E. 42d Street 56th and Chestnut Sts. Hartford 1 


New York 17 
Murray Hill 5-8600 


Philadelphia 39 
Sherwood 1424 


Hartford 3-1641 


A Chilton & Publication 
100 East 42nd Street, New York 17, N.Y. 
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charge of statistical|to plan full employment we need Site 

It has the support of|to gauge the backlog of burchae-| Lnree Billion Seen 
business groups working with the | 
Bureau, and of all major labor | 


as Postwar Radio 
Industry Volume 


New York, Aug. 29.—Postwar 
demand for radios and allied prod- 
ucts will result in expansion of 
the industry’s volume to $3,000,- 
000,000 annually, compared with 
about $350,000,000 before the war, 
Benjamin Abrams, president of 
Emerson Radio & Phonograph 
Corporation, predicts. 

In a letter to radio distributors, 
Mr. Abrams said that such an ex- 
panded operation will place the 
radio industry “not only in a posi- 
| tion to take back former employes 
who left to enter the armed serv- 
ice, but should enable it to absorb 
an additional 500,000 men... with 
television alone creating an en- 
tirely new field of employment.” 
He urged the trade “to make every 
effort to engage men of the Signal 
Corps, whose experience qualified 
‘them for the installation and serv- 
icing of radios, television sets and 
the complicated electronic devices 
of the future.” 

Mr. Abrams estimated that cur- 
rent demand would call for 25,- 
000,000 radios, and that to this 
will be added a normal demand 
of 12,000,000 sets per year, plus 
large exports. With an eye to this 
huge demand, Emerson Radio is 
using its new Sunday program on 
Mutual, “You Can’t Take It With 
You,” to tell the public how to 
obtain equitable distribution of 
new sets through the company’s 
“preference delivery quota” plan. 
Trade publications are also being 
employed to explain the plan to 
radio dealers. 


Opens Phila. Office 


Baldwin Locomotive Works, 
Pittsburgh, has opened a Philadel- 
phia district office at 1152 Broad 
St. Station building to handle east- 
ern sales for all Baldwin divisions. 
J. D. Loftis, formerly in the Cleve- 
land office, has been named eastern 
district manager at Philadelphia. 


The Power 
of Habit 


For more than 19 years, the 
| people of Southern New 
England have turned to 
WTIC for their favorite ra- 
dio entertainment. And be- 
cause these people possess a 
buying income more than 
60% in excess of the national 
average, they comprise a 
market which no wise adver- 
tiser can well ignore. When 
you make up your next ap- 
propriation, remember this... 


In Southern New England 
People are in the Habit 


of Listening to WTIC 
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Kellogg, 1910 Vintage 


To the Editor: The celebration 
of Connie Mack’s 50th year in 
baseball staged in Philadelphia 
brings to mind an advertisement 
published by the Kellogg Com- 
pany in October, 1910. 

If there: was a lot of baseball 
under Manager Mack’s derby at 
that time, 34 additional years’ 
management of a big ieague ball 
club should have filled that Stet- 
son to the brim. 

Both Manager Mack and Kel- 
logg’s (then four years old) have 
come a long way since the day 
this ad appeared. 

E. R. WHOLIHAN, 

Advertising and Sales Promo- 

tion Manager, Red Star Yeast 

& Products Company, Mil- 

waukee. 

v v v 


British Editor Praises 


‘Diary’, News Coverage 


To the Editor: As editor of 
Advertiser’s Review section of 
World’s Press News I have for 
some months read your excellent 
journal which arrives regularly. I 
never missed reading “Diary of an 
Adman” and was most disap- 
pointed when these delectable 
musings ceased. 

From the copy of your paper, 
dated June 13, I see that this diary 
has been published in book form. 
I would be most grateful if you 
could possibly forward me a copy 
as I feel that it would provide me 
with many hours of enjoyable 
reading. If this is possible, please 
let me know the cost in English 
money and I will forward the 
amount immediately. 

At this moment uur great city 
is smarting from the wounds in- 
flicted by the murderous flying 
bomb but I can assure you that 
our spirit is not, and never will 
be, broken. The work your Amer- 
ican boys are doing in France is 
the finest antidote and the flying 
bomb is really a puny thing com- 
pared with the might of our com- 
bined air forces. 

I hope, when the war ends, I 
shall visit New York. If I do I 
will give you a call, as I feel we 
have many things in common. 

Finally, may I congratulate you 
on what I think is a first-class job. 
Your paper is very much alive and 
gives wonderful coverage of ad- 
vertising matters in the U. S. I 
envy you for the amount of paper 
you have available. Over here we 
are cut to the bone and it makes 
enterprise very difficult. 

Please accept my thanks and 
greetings from London. 

F. W. GAWLER, 

World’s Press News Publish- 

ing Company Ltd., London, 

England. 

~~ © 


Milwaukee Road 
Ad Wins Praise 

To the Editor: In view of the 
keen interest ADVERTISING AGE has 
shown in the character of war 
advertising I am enclosing photo- 


rue 
MILWAUKEE ROAD 


POSTWAR VIEW —Peacetime iravel 

depicted in this Milwaukee Road ad 

has drawn much favorable comment, 

including praise from an Army major 

who finds most war advertising ‘'sick- 
ening.” 


This department is a reader’s forum. Letters are welcome. — 


Worthington of Wenonah, N. J.— 
wrote us as follows: 

“IT have already had three new 
sales from people I placed on your 
list to mail advertising to, and 
while I know that they have not 
received the literature, if you be- 
lieve in thought transference, it has 
certainly worked in my direction 
through your efforts in my behalf.” 

So we go from advertising that 
sells before it’s off the press, to 
advertising that sells before it’s 
even seen by the prospect! 

Now, let’s hear from someone 
who can beat that. 

H. J. GRAHAM, 

Manager, Sales Promotion De- 


ron dn wot fend the tall game printed = the inside of the packnge which pow buy fram peur grace weite te 
— — | 


stat of a V-mail letter from an} 
Army officer in active service and 
a portfelio containing a reprint of 
the advertisement referred to. 

The Milwaukee Road is receiv- 
ing a gratifying number of favor- 
able comments on its current cam- 
paign, but prizes the one from the 
outspoken major who says: “The| 
Milwaukee Road advertisement in| 
the June 17 issue of Liberty is one| 
of the best I have even seen. As| 
you know most ‘war’ advertising | 
is sickening to those who have} 
really been in it, but whoever drew 
up that plate of yours rates four | 
stars with us. I can tell you the| 
lads who have seen it could stand | 
‘plenty more’ of that kind of 
advertising. We hate to go through 
most magazines for the ads—for | 
the most part—stink.”’ 

Certainly “Some day ... when I} 
come back” is in another world| 
from planes and tanks or hell and | 
heroics. | 

Among the other comments) 


” 


prompted by “Some day...” was} 


tycoon pronouncing it the ad of the 
year. There must be something | 
in this soft “removed” approach | 
that appeals to hard-boiled men 
of action. 
J. V. GILMOUR, 
Vice-President, Roche, Wil- 
liams & Cleary, Chicago. 


oe 


Young Praises Features 


To the Editor: I have been 
meaning to tell you how much I 
enjoy the Creative Man’s Corner 
and The Pay-Off on mail order 
advertising. They are both dis- 
tinct contributions to advertising 
journalism. 

JAMES W. YOUNG, 
Pena Blanca, New Mexico. 


| a. 
Quick Sales 

| To the Editor: I note that many 
of your correspondents have a 
| predilection for calling to your at- 
tention their unusual achievements 


a letter from a hard-bitten business | @ 


partment, Hartford Accident & 

Indemnity Company, Hartford, 

Conn. 

P. S.—Some time ago I read a 
comment by James Mangan of 
Mills Industries carrying a satiri- 
cal prediction that maybe we’d 
see a day when some thought- 
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| projection wizard like Dunninger 
would sit in a broadcasting studio 
and mentally telegraph impulses to 
buy into the minds of millions of 
consumers. As far as our agent, 
Mr. Worthington, is concerned, it 
looks like that day has arrived. 


_e = 


Paper Salvage Drive 
Produces Results 


To the Editor: You might be 
interested in how stories of paper 
salvage stimulate other people to 
do likewise. 

Fowler Dugger, our advertising 
manager, read about the Curtis 
Publishing Company salvage of 
magazines and newspapers by em- 
ployes from their homes. 

The Progressive Farmer has 
about 100 employes in Birming- 
ham, so Mr. Dugger suggested that 
we all bring in old magazines and 
newspapers from home and that 
competitive records, by depart- 
ments and individuals, be kept. 

During the last three weeks in 
July our Birmingham employes 
brought in 9,038 pounds of scrap 
paper, weighed and recorded daily 
by Marguerite Tate. The paper 
was sold through regular channels 


| brought in 2,900 pounds. 


jand after giving 25% o; 
ceeds to the stencil depa: 
being first, the rest w 
|between Frances Mo! 


Hawkins, with 2,100 p 
Circulation Director Wa 
who dug up old maga: 
his basement to the tun 
pounds. 

Rosalie DeRieux, our 
director, acted as manage of 4 
July drive. q 

FORBES Mck< ay 

Associate Advertising 

Progressive Farmer, Bi 

ham, Ala. 


en ee. 


Agency Signs Ads 
To the Editor: A few weeks » 
you ran an article about how N. 
Ayer & Son pioneered the sign; 
of an advertisement. , 
You might be interested in tj 
attached proof of one of our ax 
for Whitaker Battery Supply Con) 
pany, which ran in 1927. We ha 
used this practice of signing tray 
ads since 1924. Subsequently ; 
was discontinued. ; 
R. A. Prcarp, 
Picard Advertising Company 


| New York. 


_? 


; 


|in advertising. We have just had 
|two unusual experiences in con- 
nection with current promotional | 
activities which we feel may be of | 
some interest and amusement to 
your readership, whether or not 


| character. | 
| In addition to our national ad- | 


'vertising program we carry on| 


|considerable promotion work in 
|cooperation with our agents, the| 


bulk of which is through direct| . 


mail channels. Enclosed is a mail- 
ing piece we are at present circu- 
| lating under such a program. When 
this was being printed a short time 
ago it caught the attention of the 
pressman handling the job, and he 
was so impressed by its message 
about personal liability insurance 
that he immediately bought one of 
the policies described, and also in- 
duced three of his friends to do 
likewise. Could it be that this 
example of advertising making 
sales before it even comes off the 
press is some kind of a first? 

If anyone can tie that, then 
here is another incident that oc- 
curred while we were still preen- 
ing ourselves on the accomplish- 
ment just related. 

In connection with another pro- 
motion, one of our agents ordered 
a mailing to a list of prospects he 
furnished. Before this mailing was 
even made, the agent—T. H 
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VER try to shop in the average low: 

town? If you haven't, then you've 

got a new and upsetting experience be- 
fore you. 


Main Street looks like 42nd & Broad: 
way when the theatre crowds are letting 
out. You'll find eager buyers fighting 


after winning the battle of finding 1 
parking space—five blocks east of the 
main drag. 


Where do they get their money? From 
the rich black earth of lowa’s farm lands 
and from prosperous industries whose 
operation is not dependent on war com 
tracts. But they spend it in Urban lows 
... spend it in a steady flow of trade 
which enriches retailers, wholesalers 
and manufacturers. Spend it in tows 
and cities where 7 out of 10 families ar¢ 
covered by the Register & Tribune. 


lowa,R & T Iowa, is one of America’s 
top 20 markets today . 
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way into spick-and-span stores 


.. it is likeliest 
the steadiest market on the map 


throughout the storms of war an 
gales of peace. Wise sales ma: 
are fencing off a piece of this fa! 
market now—to have and to ho 
postwar days. 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


pes Mownss REGISTER and TRIBUNE J ; 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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lhy the biggest advertising campaign 
ever known is not yet big enough 


or ond his man expect 


No product in the world has ever received 
such advertising support as American busi- 
ness has put behind U.S. War Bonds. 


oe Ft a tbe Oe 
and what news do snennen” 
hat the basaset 


The value of the space and time devoted to 
selling these Bonds in the year 1943 alone has 
been conservatively estimated at over 100 
millions of dollars. 
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The results have been good. 
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Since May 1941, over 81 million Americans 
have invested some 37 billion dollars in U.S. 
War Bonds. And while no one gives the credit 
for this remarkable performance to advertis- 
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But simply because the results have been so a 
good, a real danger has arisen: the idea that 
results can continue to be good with the same, 


sroad: 
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or less, advertising support. 


As the War goes on, the need for funds | Os 
will increase. And as the War goes on, 
and the 6th War Loan follows the 5th, 

and the 7th follows the 6th, the task of 

getting those funds will become in- 

creasingly difficult. 
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N an Aleutian outpost—on a 
bomber field in China — 
aboard a Japan-bound sub — 
men in uniform are reading The 
Saturday Evening Post as you 
see it. Maybe it’s a thumb-worn 
copy six months old ... maybea 
late issue arrived by some mir- 
acle. It doesn’t matter. Each copy 
is guarded and read and re-read 
and passed from man to man. 
Their letters bring us cheer — 
and a voice of approval—a voice 
that speaks in unmistakable lan- 
guage, and says, ‘Keep it com- 
ing—keep sending us this maga- 
zine that stands four-square for 
| what we want America to be.” 
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GET THE 


HEY tell us they get a great 
thrill out of the stories and 
articles that bring home closer. 
So each month we publish a thin 
paper, overseas edition. Forty- 
eight pages of stories, articles 


and features selected from a 


month’s editions of the Post — 
and rushed, through War De- 
partment cooperation, to our 
men on the battle fronts. Thus, 
thousands of service men are 
following war’s progress with 
the world’s great writers... en- 
joying fiction from the pens of 
the great... keeping abreast of 
the panorama of life and affairs 
in their own magazine. 


2. HUNDREDS OF ‘ 
m THOUSANDS OF FIT-THE- 
POCKET POST YARNS 


at 
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555 


ss 


HERE’S little enough, for 

amusement, a man can take 
into action. And it’s then, if 
ever, that a fighter needs diver- 
sion. To meet the requirements 
of fox-hole reading, Post editors 
select the Pick-of-the- Post, re- 
print three complete stories or 
articles in a pocket-size edition 
called Post Yarns. They’re 
printed in 500,000 lots at our 
own expense, and rushed at in- 
tervals to all fighting fronts. 
These priceless gems of reading 
add no weight to speak of to a 
man’s equipment—but add im- 
measurably to his entertainment 
— when reading is needed most. 


The Post goes to fighting fronts—out where reading is worth its weight in gold—and 
where, next to home, a man wants news of home more than anything else on earth. 


ee Mei a 


4 ee 


oo 
= 


<e55 +. oats a ae ws ¥ _ > o y* 
= Si . ™ - aie ‘ r oe Wy ‘ 
eM UES *) Breach Mreseh < ; mo ‘ pale has ’ Ra 2 cre 
a _ "SS Sa anal ge hae 2 x 
2 TE Sp a ay Yad ; ok = 2 nese ty + oe Be ae i 
bf. Sa 3 2 i : ss Dh as ae eh 2 : . a ‘ Pes * p 
i ) . 
; ; : = Pi 
ae Se 
eS : i = 
ee & :. 
24 a 58 “sig = ces Pi 
ee, f oe a : A Seats Pee ; Bee 3 Bk e * 3 d 
: BAe a qs ; ‘ 
E aes Se ‘ am 
ees i F Pe 
Gyo s See 
| Lf 2g : fe? Sai ieds. a ia 
one 3 ~ - 
| igi i i 
| sa 2 . 7 
| a ; 
; as f 
ae | 
\ : a SS i 
hy es : 
aa : ‘ 
ee a ay i 
4 ms ‘ E 
f 3 a se E 
4 ae Rasy, . 
5 ‘ge Pe . “ 
- + ; : a 
ae , fers i ie 
? : ‘ 
: g : y es Pe —_ ‘ As oo 
i ¥ i 5 : = C ; ey i < a 
i$ ¥ & — 3 : Fn .% oe : 
¥ Q ei ie = Soap i puesta. 7 E Brest ‘ 
‘ bs ’ r ee R “a 4 is Pe . Hi, ~ 7 : : ¥ 1 . 
5 ae ca, 3 ee P 4 Se neces Bie a Gees / 
Ry ‘oa 4, : F vee oe F J 7 » § all. ee ox 
ae ge = . ‘ ‘ 3 
i eS _— ee 4 a {33 
% ‘igi - : ~ ae ‘ a ' ee H Yay fo = Ee ee ee : 
if e Barve se % =. Aas — fi pf aaa | aa Seed 
2 be ig | 3 ~ i ad . _ 
ef ¢ i ‘ ‘ Fg Pe 3 ee 7 iat ee aa a oe 
ie ‘ oa Ss pie . : S - ne 
a , \, 4 a i} & MS we P 2 ee a x 3 7 si - ait si 
3 2 é ee — ‘ ie * , on Earth lo ee 
: i ng Sons Ps i a cS beke a AND OTHER STO — — ear : 
a Fe ae be ie 3S “3 ce Re : Pe = asa Se 
; » be ae . e 4 . oS — aa ree i es 
¢ aig ~ aa é bi ; 4 : eae " ee ; ; oe —: - j & agrees ee 
‘ ii e a . > > ee oo " a ae - Seal ache = : 
E : rT he , j rs Waa. oe Gm: Beet “ae a EE a ok y: ig ae 
2 ee » ‘ S ae % J 4 : i ae: & 4 . ¢ eee i i fa sat ay as Pe: 
lit a. & ack = i a - pons, 
ie a4 ee a — és a : a a 4 ‘ Sf Ae CPSs ig ‘ibeome 
: ie on ig —_— - = q — SO ee Be 
4 ea Pt Nee : 7 : ap @ i is ee ee a +f , lee 
, ie -— | = ' . a mo § eee = Se a F 
‘ ae a ae P P ; a i see ss ee Fr 
> a = © ares % eee —_— 2,49 2 
& \ “ae ; . = S yee: ee a 
; bs : : : : 
ee .:  . Boa 
j ue ne Se oes 
: % se Bete 2 
: ee a) ; 
oy Fgh S Loe we 
: eae ek > 
“ee i Sy oe 4 
2 PO : : ; 
sq e Fe i Fi % , 
: a Piet: ; 
: ; 2 oe zg ae i = oe 
ne i. “4 edge ae 4 a ¥ Vr 
: ae a ve bes ol 
i eee sad: " z 
.. Bie Bes .  @ae 
“4 : : be es ee a; E 
y See oy ae 5 
, a 4 yee Me: 7 : 
% As. sf © a % — 
: ase. we 4g 
a * Ree x ee , ee 
a eh Wedee 2. 
+ ae % * * 
s Be: i ‘ 
ae bigs en ae an 
eee ; % = 3 
ae ce 3 ¥c —- . 
re Fk ie iy 
Pea tee eh Wat eg a 
ee ; " a 4 s 
es ‘ * et = Sa! 
See He my at ii 
s ee Be. = 
" @ i s 
} Bi : < — ae 
, Sh He i ‘ 
Ye. é —. 
‘ i ~ Eo + ry 
‘ & hi os 
| Reir t er 
by ee 
vs . y AG P 
‘i 4 9 ee = 
: ee ‘ ; Ki 4 
“i = *€ 
—. > = 
4 é : F z! se 
’ 4 
¥ 2 
{ . ike 
r} 7 , 
re ate 
a ™ 
: : 3 r "i GET POO ERE oo Eee 
> é 
, -< 
7 ‘ 


ae 


ow 


28 


Bendix to Invade | 
Home Radio Field 
with Full Line | 


Baltimore, Aug. 29.— Marking 
its first entry into the consumer 
manufacturing field, Bendix Avia- 
tion Corporation will make and 
market a line of home radio sets 
as soon as the military situation | 


permits, Ernest R. Breech, presi- 
dent, announced here yesterday. 
The radios, to be manufactured 
in the company’s Baltimore plants, 
will be advertised in national 
consumer media “as soon as we 
are assured that our present obli- 
gations to the armed forces will 
permit us to launch manufacture 
of home radios,” W. P. Hilliard, 
general manager of the Bendix 
radio division, declared. 
The division produces 


ADVERTISE IN’ 


- . 
c A | \ 
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my 
ESTERN 


EWS 
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radio, | 


radar and other communications 
equipment for aircraft and mili- 
tary uses. Mr. Hilliard said ap- 
| proximately 90% of the division’s 
|current production—which re- 
jcently hit a $200,000,000-a-year 
level—is in devices “which repre- 
sent engineering, research and 
many new developments 


basis for new standards of quality 
in home reception. 

“We believe,” he added, “that 
by entering the home radio field, 
when the military situation per- 
mits, we will be not only making 
engineering and production con- 
tributions to this field, but also 
will be contributing substantially 
to postwar employment, both for 
returning veterans and our pres- 
ent employes.”’ 

Bendix plans call for a complete 
line of AM-FM home radio and 
radio - phonograph combinations, 
Mr. Hilliard said. 


Names McDonald & Co. 


Metals & Alloys, New York, has 
appointed Roy M. McDonald & Co., 
San Francisco and Los Angeles, to 


direct West Coast advertising sales. 


in the} 
radio field that will provide the | 
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Advertising Age, September 
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HISTORICAL THEME—A painting depicting “vitamin deficiency a hundred 
| years ago’ forms the center of interest in this new window display, created by 


Hussey, Woodward, Inc., New York, for International Vitamin Corp., subs diary 


| of American Home Products. 


When the display has served its purpose the 


framed painting may be removed and hung in the druggist's prescription 
department. 


| 
Heads Can Sales 

W. W. Hodgson Jr. has been 
named San Francisco sales man- 
ager of Continental Can Co. 


People live in one world, yet always seek another. When they hear of new things, 
want to taste them. feel them, see them, have them ! 


they 


The story of a good product, well told via radio, will create desires. . lead to trial buys. It is thus 
that the difficult hump between seller and buyer is leveled, and in the quickest possible way. 
From then on, it’s up to the product, and makers of good products welcome this sort of situation. 


Manufacturers and distributors of consumer-goods will find, in the stations of Westinghouse, 
a most efficient present and post-war sales-force.. an irresistible force.. that moves 
objects off shelves and into homes. 


Through Westinghouse stations, you can broadcast the story of your product to five great 


consumer-groups oe 


Pittsburgh, and Fort Wayne. See NBC Spot Sales for available time. 


WESTINGHOUSE RADIO STATIONS Inc 
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our audiences in the marketing-areas of Boston, Springfield, Philadelphia, 
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Outdoor Medium Gains 

Outdoor advertising  effectiy, 
circulation for the spring of 1944 
shows an 8% gain over prewar 
field audits of the same cities, j; 
was revealed in the spring, 1944 
semi-annual “Report on Effective 
Circulation Trends,” conducted by, 
the Traffic Audit Bureau, Ney 
York. 

Changes in the component part; 
of outdoor circulation were re- 
ported as follows: pedestrians ac- 
counting for 16% of all poste 
advertising circulation as agains 
10% prewar; street car-bus, 17: 
contrasted with 11%; and auto- 
| truck, 67% as against 79%. 


David J. Maxin Named 

| David J. Maxin, formerly drug 
merchandising director of H. \ 
Kastor & Sons Advertising Com- 
pany, Chicago, has joined Asso- 
ciated Distributors, Inc., and Dan: 
| Perfumes, Inc., Chicago, as di- 
rector of merchandising researc! 
of both companies. 


Thinking of 
Expanding 
to Cuba? 


To sell Cuba. use 


the radio network 
which blankets the 


ecoumtry .........-: 


CADENA AZUL! 


* In a recent surve) 
conducted by the Cuban af_iliat 
of a large U.S. manufacture’. 


/R.H.C. CADENA AZUL we 


‘chosen by 65% of all Cuban 
; 


| listeners ... their nearest col 


| petitor scoring only 15%! 
' Ask to see the complete surve! 


on file in the New York olflice: 


RHC CADENA AZUL 
| eas 


Cuba’s only network 
affiliated with 63S 


Humberto D. Gonzalez, U.S. represe 
220 West 42nd Street New York U!) 
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An open letter to New York radio stations 
concerning tempering wrath with judgment 


It was all right with us when your industry 
organized the big drive for the retail advertising 
dollar (even if it was synchronized with our 
inability, because of newsprint shortages, to 
accept all the retail advertising offered us). 
We're for anything that might help the retailer 
—whose interesting presentation of news about 
wanted merchandise makes our papers more 
interesting to our readers. 

Because we wanted to know something about 
the value of a package being offered at such a 
time, we commissioned Crossley, Inc., one of 
the most highly respected names in radio, to 
make a thorough and exhaustive study of the 
impact on New York families of programs spon- 
sored by New York retail stores. Crossley used 
the coincidental telephone method, endorsed by 
the National Association of Broadcasters and 
regularly used by both the Crossley and C, E. 
Hooper organizations to determine radio ratings. 

Since then you have attempted to discredit 
our presentation based upon the Crossley re- 
search and that of two other research organiza- 
tions of established reputation. 

Let us expose your criticism to the facts. 

You say: We shouldn’t have projected 
coincidental telephone ratings to total radio 
homes. 

The facts: You, yourselves, have en- 
dorsed such procedure. 

Listen to this from page 13 of your booklet, 
“How to Measure Radio Audiences,”’ prepared 
by your Retail Promotion Committee. “Basically 
a ‘rating’ is the percentage of families who heard 
a particular program on some specified day or 
days with the radio families in the area surveyed 
taken as 100%. 


And, in the next succeeding paragraph on 
b) t } D | 


** 


the same page of this booklet your Committee 


states, “The coincidental telephone method is 
the simplest technique and is undoubtedly the 
most widely used.” 

Furthermore, radio research has shown that, 
in the great majority of cases, there are no essen- 
tial differences between ratings based upon tele- 
phone homes and those based on a cross-section 
of all homes. 

* * os 

You say: “The sample was insufficient.” 

The facts: Crossley made from 599 to 
1,230 dialings for each of the 21 programs 
checked. The number of dialings was left by us 


to Crossley, who wrote us on June 30, 1943, 


What it°’s all about... 


(Events leading up to Radio’s criticism of the 
study “ Newspaper Readers and Radio Listeners” 
sponsored by New York newspapers.) 


JANUARY 1943. The rationing of newsprint 
forces New York newspapers to discuss rationing 
of advertising space with their retail accounts, 

NOVEMBER 1943. The radio interests jointly 
sponsor and present their case for retail adver- 
tising, as conceived by Sheldon Coons. 

May 1944. The New York newspapers release 
the results of studies made by impartial research 
organizations. 

(1) Fact Frnpers, Inc. determined the attitude 
toward newspaper and radio advertising of 10,636 
men and women shoppers at 21 large New York 
City retail stores. 

REsSULT— 86.4% of the shoppers wanted news- 
paper advertising; 69.6°0 would prefer radio pro- 
grams without advertising. 

(2) Crosstey, Inc. checked listening to 21 
radio programs sponsored by New York retail 
stores, 

Resu_t— 13 of the 21 programs were listened 
to by less than 1°o of the 600 or more homes 
checked. For 13 out of 21 programs, no one of 
the 600 or more families checked could name the 
sponsor. 

(3) Cost study based on the Crossley radio 
checks and readership checks made by B.H. Grant 
Research Associates. 

Resutt— The median cost of reaching 1,000 
women through retail advertisments in New York 
newspapers $1.16; the median cost of reaching 
1,000 radio homes — $4.57. (Based on time costs 
only.) 


“we recommend 600 dialings for each time 
period.” (This is more than the number they 
make in New York in their continuing studies 
for the Cooperative Analysis of Broadcasting.) 

You say: “The newspaper data are not 
comparable. Newspaper readership studies were 
made by Clark and some of them date back to 
1939; whereas the radio figures represent a spot 
test of current programs.” 

The facts: We used studies made between 
1939 and 1943 in order to include as many New 
York newspapers as possible. But since the Con- 
tinuing Study of Newspaper Readership, spon- 
sored by the ANA and AAAA, shows that read- 
ership of newspaper news stories and advertising 
has increased since Pearl Harbor, we have placed 
newspapers at a disadvantage by using the earlier 
studies. 

You say: “OWI can tell about a dozen 
war campaigns tried in newspapers and which 
failed. Then radio did the job.” 

The facts: Editor and Publisher reports 
that OWI does not know of one such campaign. 

You say: “The size of the sample used on 
the sponsor identification portion of the survey 
presumably is too small.” 

The facts: The sponsor identification 
sample was small, simply because from 600 to 
1,200 dialings failed to turn up, in most in- 
stances, more than a dozen listeners per program. 
When only a handful of people listen to a pro- 
gram, the number identifying the sponsor is not 
very important. 

+ * ze 

You say. “Why attempt to judge the 
efficacy of a program sponsored by a credit 
jeweler from data culled from a telephone sur- 
vey.” 

The facts: The program referred to is 
called “Shoot the Works” competing, on Satur- 
day evenings at 9:00 p.m., with the Lucky Strike 
Hit Parade and other network shows. Crossley 
found exactly three out of 602 homes listening 
to “Shoot the Works.” This just about judges 
the efficacy of the program, doesn’t it! (Inci- 
dentally, at this writing, this particular program 
is no longer sponsored.) 

There is also that amazing article by one 
Cecile Robinson in Broadcasting, July 3rd, in 
which “observation per dollar” figures are 
quoted for spot announcements and compared 
with “‘observation” figures for national adver- 
tisements in two New York newspapers, although 
no national ads, but only retail, were included 
in our study. 

Although the article specifically states that 
“Hooper ratings (are) used as a basis for this 


study,” careful investigation fail 


s to find any 
instance where Hooper ever detern ined ratings 
lor spot announcements. 

THe New York NEWSPAPERS 


ADVERTISING MANAGERS 
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Travel Copy of 
Airlines Angers 
Busy Railroads 


ODT Chief Protests 
Competitive Ads, 
Asks CAB Action 


Washington, Aug. 30.—Breaking 
through the priorities overcast 
that has blanketed air travel since 
Pearl Harbor, airlines are sending 


chills down the spines of trou- 
bled railroad officials by using 
selling copy at the same time that 


the roads are preaching ‘Don’t 
Travel’. ; 
It appears that the airlines, 


their fleets restored to prewar pro- 
portions as the result of the re- 
lease of planes previously taken 
by the Army, have a completely 
different problem from the rail-| 
roads, and they are making it 
clear in discussions with ODT that 
they expect separate consideration. 


Rail Men Protest 


The row, and it is a full scale 
row at this point, began when rail 
men protested to ODT Director J. 
Monroe Johnson last June that 
airplanes were placing them at a 
competitive disadvantage by using 
traffic -creating and competitive | 
advertising at a time that the} 
roads were discouraging travel at | 
ODT’s request. | 

Col. Johnson, fearful that rail- 
roads might join the promotion 
battle, immediately protested to 
L. Welch Pogue, chairman of 
the Civil Aeronautics Board, and 
Col. Edgar S. Gorrell, president of 
the Air Transport Association, 
asserting that recent airlines ads 
apparently violated limitations on 
advertising adopted by the Air 
Traffic Conference, 

Neither of these officials has re- 
leased his answer to Col. John- 
son, but it is understood that 


Now Available 
For Sales Planners... 


Manufacturers looking for new terri- 
tories in which to appoint dealers and 
distributors will be interested in a copy 
of list just compiled from a survey. A 


sizeable number of business men and 
concerns have expressed interest in 
dealerships for: 


*Radios 

*Refrigerators 

*Electric Appliances 

* Automobiles 

* Airplanes 

*Building Materials 
*Air Conditioning 
*Pre-fabricated houses 


They have expressed preference for | 
territories and have indicated the amount 
of capital that they have available. Send 
for your copy of this list today! 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 
National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—SKW 


Col. Gorrell, for one, hotly denied 
that the airlines were indulging 
in advertising detrimental to the 
public interest. It is understood 
that correspondence is still in- 
complete. 

The issue between the airlines 
and the railroads over the current 
traffic problem seems similar to 
the many reconversion quarrels at 
WPB, in which some members of 
an industry fear that others will 
get ahead of them in reconversion. 

Claim Empty Seats 

Airlines, naturally, are anxious 

to win a dominating place in the 


postwar travel picture. To justify 
their present activities, they assert 
that planes fly week in and week 
out with empty seats because the 
public is not aware of the general 
easing in the reservation problem. 

According to Aviation News, 
many essential travelers unneces- 
sarily use “slower transport” be- 
cause they do not understand the 
workings of the air passenger 
priority system, or realize that the 
release of planes by the Army 
may mean that a sizable number 
of seats is available on a particu- 
lar flight. 


ie 


Advertising Age, September 4. 1944 


Shortly after Pearl Harbor, air- 
line fleets were reduced from 314 
to 167 planes, and a tight priority 
system instituted. Because of sat- 
isfactory production of transport 
planes, these commercial fleets are 
now back to the 300 mark. 


Says Timetables No Help 


“These added planes mean bet- 
ter service for war industry men 
trying to eliminate the Japanese 
enemy,” Aviation News comments. 
“The inner circle of ferry pilots, 
government officials and leaders 
of industry who are ‘in the know’ 


will be more speedily moved jy 

an airline’s 10  transcont nenta] 

schedules a day than by five. — 
“But thousands of other 


tial travelers who have no ae 
edge of additional seats wil! neyo, 
learn of them from mere time. 
tables run in local newspapers» 


the publication points out. “Wasi, 
of airline facilities will be as yp. 
necessary and unfortunate for the 
national welfare as is the misyse 
of insufficient space today.” 
Airlines people protest tha their 
advertising has been thorough), 
policed, and they suggest that rajj- 


—— 


ALL through the trying years of Axis domination in Europe a tiny stronghold of 
Democracy has stood steadfast and alone, defying every effort of the Nazi tidal 
wave to engulf it. Unshaken by years of war and “round-the-calendar” bombings. 


Partisan-controlled Jugoslavia has succeeded in surviving where larger and infinitely 


stronger nations have failed. 

To bring the story of Jugoslavia’s indomitable will-to-survive to CLICK’s more- 
than-a-million readers, the editors called upon Dan De Luce, ace correspondent of 
the Associated Press and the first English-speaking newsman to be permitted inside 
Partisan lines since the German invasion began in 1941. 


De Luce’s story appears in the October issue. And in the same magazine, 
General Frank T. Hines, U. S. Administrator of Veterans Affairs, reports to CLICK 
readers on the G.I. Bill of Rights, Number One postwar concern of the nation. 

And so CLICK continues to pursue its policy of providing authentic, first-hand 
coverage of the major interests of its readers, ranging all the way from the interna- 
tional military problems of today to our own social, economic and political problems 


of tomorrow. 


AMERICA’S 


CLICK 


LARGEST MONTHLY PICTURE MAGAZINE 
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advertising should be simi- 
surveyed. But aside from 
.olicing matter they insist that 
necial consideration must be 
2 # » to the fact that their fleets 
nereasing, and that it will not 
the war effort to limit their 


a ) mit 
‘avertising to simple listing of 
new services. 


CAB Role Unclear 


Just what role the CAB could 
lay in toning down airline copy 
not clear, unless Col. John- 
“on expects to employ the threat 
of official sanctions against lines 


which do not cooperate. Other 
than its general power over per- 
mits, the CAB can exert pressure 
through its attitude toward adver- 
tising expenses when determining 
airmail rates. 

In his letter, Col. Johnson wrote 
that he raised the point “be- 
cause we have requested rail- 
roads to discontinue any and all 
traffic -creating and _ stimulating 
and competitive advertising.” He 
said that in the past two and One- 
half years “the record of the rail- 
roads in this connection is ex- 


emplary.” 


ei ey 


Pointing to airline ads submitted 
with the letter, he noted that “a 
number of railroad passenger men 
referred critically to their compet- 
itive disadvantage. 

“Naturally they grow restive 
when they see airlines apparently 
bidding for business.” he said. 


Must Defer Travel 


“It might be well to call the 
attention of the airline industry 
to the desirability of conforming 
to their agreed advertising restric- 
tions and likewise to review the 


advertising agreement to see if it 


meets the tests of present sound 
public policy, which, in 
opinion, is to deter travel.” 


To Promote Multi-Vims 
Advertising for Multi-Vims, new 

vitamin product of Battle Phar- 

maceuticals, Toronto, is being 


x«planned by Tandy Advertising 


Agency, Toronto. D. R. McKen- 
dry & Co., Toronto, will distribute 
the new product, companion to 
the company’s All-in-One tablet 
now on the market, throughout 
the Dominion. 
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Accredited 


and 


Approved 
DO@-= 


@ In 1920—24 years ago—a 
survey among hotel and res- 
taurant operators revealed a 
need for publication leadership 
in these fields. Based on this 
finding, we set about publish- 
ing magazines which would fill 
this void. 


No expense, and no effort, was 
spared to bring such publica- 
tions into existence. 


We insisted that our magazines 
measure up to the high stand- 
ards set by leading publica- 
tions serving other businesses. 
Today, Hotel Management — 
Restaurant Management — 
Hotel World-Review area 
credit to the standards of 
A.B.P., A.B.C., R.O.E. and 
B.N.S. 


Publishing practices 
meet the exacting 
standards of the 
Associated Business 
Papers—by which 
most outstanding 
business magazines 
are judged. 


Circulation is meas- 
ured by the standard 
of the Audit Bureau 
of Circulations — by 
which the circula- 
tion of most leading 
magazines, from 
greatest to smallest, 
is judged. 


Editorial policy is 
guided by the stand- 
ards of the R. O. 
Kastman Organiza- 
tion—an editorial re- 
search service whose 
measurements of 
readership are be- 
yond question. 


And the news flashes, 
from issue to issue. 
obtained through 
Business News Serv- 
ice--Washington of 
fice, contacts, and 
sources of informa- 
tion often scoop the 
daily newspapers. 


ABP, ABC, ROE and BNS are 

the Accredited and Approved 
| standards which Ahrens Pub- 
| lications meet. 


Publishe) 


est tts * geist a Neal x “es : wy Ee f 
> = “ e! . 2 i Ee 5 pa ° 
= — ll 
See ae 
el 
ers ae a, 
zs 6 
“| - = 
4 " 23 AM 
. a 2 LE re ba 
d by | | a inf 
L€nta] . oe 
- a 
N — — 
Sen. _ 
Ww]. } Jaa 
never - Se 
ime. ; 7 aaa 
ers,” ae a 
~ pat i. ‘ 
a | Sn eae Pp * 
— Pe | ; = 
r ov 
r the a &e 7 
Ususe b* ee 
Use ae 
ce 
oe att, 
P aio: NS 
their oe 
— Fe ee i 
- ‘ =e 
rail. ' \ es : ae 
le ~ 2 a 
5a 
ae 
ae Oe ee, Sees tian’ Ea a 
. ee ; Tee: os se re Se poet a 
ed Se Re “ ee Bg he ae ct ees a Seas are? ‘ pS E 
A AN a ig, i ieee es Se ee at ath SA ek 5 yf oo ne is a 
PUL PRON ee ame le eg ie eS ee 
Soe as ee ee ccs OE AS SO nme er eS Te ae SOO ig Bee OE 
Bere a ee a Bey on Ty ae aes ta, a psc Bae, 2 ee es OS Re 
= + SE Rees ag RE a fee en a ee eS a ae Pes a 
-<% he a = aes eres ae ee a Ta ve WE Dik eat te ag Soi ; . 
eae ey See & oe Re a SS: er ae ee : oi 4 
ie ce ci a Soke ee er eg ’ 
- iC Eas 5 : 2 it 2 Stag a 3 2 6 ese tad a5 Ba: oa Pe ea Ae Neg - ieee aan 
Pa hy en Sa So ee 
pe te ee Sy Ss grea a | RS ae ee oe 4 ese “oer R a 
ce Ag pomp gk RE es, ae: Pe ae Oe ge ee Pe Fes a 
se Ns Pe ewe : te " : oe ~ ‘ SRS ip 2 Ocal aa an 
ee Aare ‘iwi ig eR gee sp ese P ¥ ee hey ST Bi 3 a a ae NS - . 
a Sy, i pe ck Saag ai ee E: e to EE ES aie ies ee ae a cc ene led 
Pee ea RENE os: de eee a Ae ee. & ie ee + Gy agyoe ess te ee colons 
Se ee ene WE Eg : ve ie Se ‘ gh. aes ue 
it era Pike ee i > ee ail — & sg? : oe : -s e Sen" Gee ees a eae 
Rake Pee ge ie ee Bape 2 pa . . : Re Ee ie ; 
Be, os, See Se het Be ae x. : ; ae ge Dees a 
ae OE ec tt ei OSG. aaa nee P 2 Sagi a Bs & “4 Ue ae, 
Tia sane ha PS OHS ee Re Es ne ee 
Ae : seige ‘ag “ ate 25:2 a > c3 é é ek gpa” BME MBO nga 2% - - | : 
Mi, : . aie ig, i ee 38 - ea ps ses ae ae by 
es gh i. ee pee RES a CS dee Fo Ce ; 3 ~ Mae 
caer e i — iia Pr call ee Bats ge tite 2 ie a ne 
eee ict 5. P Oe eo eo ae 
Cee a eae Psd oe sian —, 
oe 3), eae a We ee geminamnencreicn tier NNER EI ty tages ‘ fee 
: oS ae rs ee eens ts. rae Fe ah 
= |) Sa 2 te pe “# i. : is - 
i a gal -— ; ao cilia aes a 
" ‘ ee aa 2 ae . ant P he roe ee 
gfe gs , ees ea a — | Rae y 
ag Seer all > e.g ‘a 
ais eee are pou} Pitnegeet Se 
3 f ae AQ ae eh a 
oO a : a - ae cae 
a — te ae oe giles § Bence ee: : “4 aie ie ei 
al — Ore ee OS _. See Reis Pe ee se 3 © & 
. + “= 3 E - ae ee oe a ee Se oe bai gx eS ae we 
an Pe ‘oe os, - # ae ee a a a - 
r Sak Re PR. ‘ pees $5.8 me : & 2 
€ i eo a aa: See / ._ a 
% : af fe y 4 . bf A 
= ese  — - Paap eye 
F eae eo Re 2. oe 
3 3 ne : oe % eo 
7 ; . ae poe : ee g ae 
aoe Behe : a 4 a 
. ‘ Ct 7 4 al 
=. F ae - ae Bi: Be ce % 
4 Ae oe ae ¢ Be 
: ‘ a i ae a. pS 
: ae ree , yo é . ” aii 
“ ‘ eer c i & ‘ed = | . ee een 
# ae 3 sw | eS See 
6 as : : a | : os ae ae a 
+e ‘ oe Ps bei ee nS a ~ 
Ses : 3 ete ee ee Oe 3 bit ae 
Ao — is ae = 
oe - ¥ | 
Be ‘ a 
a 5 —— Be i. 
a : Ee a ’ } = a 
_ , ee — Ce : 3 aie a 7 “ 
om “Saag ibn a a ee | ae re a gee hen i 4 Oe 
Oe a calla 5 aaa ee eee, Se Si | 7 
= — a ; a ee +4 ee . Bg he im Q 
"x ae 4 Bee Ban: er ae eae Ss Re & é a ee ees PR op oe 
a te / 4 Ee ee ee te 4 ee : ae EG a : 
ek Fe 4 pa, ‘ - fare. o 2 ee ey 7% 3, i 
gene. eas eg aie a : cicws. = eee Ps * Oi ee : : : a =a 
ee a : eae oe s ae % é 2 ; 
J a ‘ = a e %: ; ea £ % Bae % " Se a 4 = 
ie; sige ; Pe ” tg se ers. Mi. tg : 5 ge: ee 3 He co ae x 
a : : g Fd ex ae Pe Se eee 2 a %y tars ee. F =) , 
aa s e ta ai gf *% Es yx ee ee © a | ie “(4 Pav 
a gf ; eis .. Se of : 2 i % ee _ ie! i 
aii $ . * S ec ag Bee cz ae ae 
: ee : a e F a3 a wegen 
et eee # z ad ie & z % : . : Sr r- 
ae a he 4 sage oe j : a 3 o 7, h , 
ses eee ra By a =] 2% ee “gg an 
ek eo oe j ey te 4 i > ge * a DO ae 
ao. 4 z bi “be : oo einer : ne em ee em ae 3 
oe j ; ‘ ge ' | | ns a 
bax” Oe Nag £ . . : a oa ; % is oe eens i i 
is ; Ps & ‘ o: ty : ee ‘4 ‘ : ea | “ oe ag 
oe ee ae - & i oe ; ; . ag — _—.. 
— . e . = ta Nae ag a oi, 
= & Pe ek oe % og b a 3 
Ee 4 Ree e £ ease. i B Fi $3 ce ike . 
gee | % $ 7 "ian Soe e : gh . es 3 a 
Pe; . + ‘ ‘ ek ‘ ee Mig eet, «fs 
Ss : ey a fe eee. 
me $ Ss 3 beg 2 tee 
ES % 7g 2 $ i 
oe bs é ; om 
: er " bee 
& se ia ; = 
e ts PP i * Fi i 
ae F 2 si | a 
ae o> . : = “hl * | 
e 3 “ Poste 4 ie 
+ 
/ ae 
/ F 
/ ; 
a 
a 
LL iit 
= 
ca 
. & 
a j < 3 rs ie : i : : = i } r 3 . iy P ’ sd ~ ? q oe 


ay " , ~ 
+e Ws ‘ 7m or Ie oe 
i ae es aie PK Sys, 
a. is ay : y Se} = eae 
sh be 7 op + ha be 
2 nz _ Ree 


32 


To St.G & Keyes | | 
2 St: Georges & Keyes . United Air Lines 


has been appointed to handle ad- 
vertising ~ Rustless Iron & Steel Promotes Speed 
Corporation, Baltimore, manufac- 
rar oF stainless steel products. of NY-Chicago Run 
“2 | New York, Aug. 30.—With the | 

Merrick Promoted /release by the armed forces of | 
Reed Merrick, assistant sales|more airplanes for civilian travel, 
manager of Sargent & Co., Des| United Air Lines is beginning a | 
Moines feed manufacturer, has| straight selling campaign this) 
been promoted to sales manager. | month for its service between New | 
| York and Chicago. Using full page | 

|ads in The New Yorker, the com- 
|pany is featuring Barshak’s car- 


% toon-type illustrations with short 

- We can't et larger space in } informational copy about the Chi- 
which to tell a most important | Cago run. a 
story —’’Meet Your Contrac- Headlined ‘How Far Is Chi- 
sonalider Customer.''* cago?’’, the first ad points out that 


| steady pedalling on a tandem bi- 
| cycle should carry you to Chicago 
sk r advertising agency in about 85 hours, whereas the 
hen, & s feng Mainliner flight can get 
*These are the men that ere going to you there in five hours. 

do the building that all the talking 


Send for a copy of this 
booklet, just off the press, or 


United also announced last week | BOND COVERS DISPLAYED—Shown here are a few of the 2,026 magazines, 
is about. |the addition of an all-cargo flight | farm and business publications which participated in the war bond cover 
i\from New York to the Pacific) project during the 5th War Loan drive in cooperation with the Treasury 


Advertising Age, September 4 1944 


PRACTICAL BUILDER | Coast, effective Sept. 1, following Department. 
. |the success of its first cargoliner 
59 East Van Buren CTEM | flight opened last October. With | crease its operations to an all-time | Ayer & Son, Philadelphia, is the 


the new schedule, United will in- | peak of 92,400 miles per day. N. W. 


United agency. 


$ e 


A MIGHTY PUNCH” 
175 tons of paper were used in the a 
plans and blueprints for the U. S. af : 
Battleship MISSOURI -enough to ‘3 S, ‘ 
print 700,000 copies of a 32-page é ? | 
newspaper. And that’s only one of  ] if 
the thousands of ships recently added 


to the world’s most powerful Navy! 


care of the deficit for many months. 


50°000.1 ibs PLANS and, BLOEPRINTS 
scene | OR ONE BATTL P 


oe ay ’ 
SHIP 


st . 


70 SHIPLOADS OF OLD 
ADVERTISING MATERIAL 


A used paper shortage of over 400,000 tons is threatened for the 
last 4 months of this year. Such a shortage is bound to lead to pri- 
vations and the sacrifice of life on our battlefronts. Within easy 
reach we have the paper needed to prevent this catastrophe. Stowed 
away in stockrooms, storerooms and warehouses is a vast tonnage 
of old, outmoded advertising and display material — sufficient to take 


Let’s drag it out of hiding, to 


serve our nation in the hour of its greatest need. EVERY POUND 


COUNTS — SALVAGE YOURS NOW! 


m WBARVEY CORPORATI 


PAPERBOARD 


CHICAGO e 


PLASTIC SERVING AMERICA’S ADVERTISERS SINCE 1905 = 


DETROIT 


JERSEY 


Clay Pipe Makers 
Plan Drive for 
Entire Industry 


Chicago, Aug. 30.—Prepar;; 
swing into action before th 
postwar planning is over, indust; 
leaders have formed the Nation; 
Clay Pipe Manufacturers |), 
with headquarters here, and wi) 
launch a continuous advertisjn, 
promotional and public r 
campaign. Plans call for the ys 
of national magazines and _traq, 
publications. 

Development of a program tha: 
would further the interests of ea, 
pipe manufacturers on a nations 
scale was discussed at a meetin, 
of 66 members of the industry 4; 
Columbus, O., in September, 194 
at which they were urged to syb- 
stitute joint promotion for scat. 
tered efforts. Norman E. Malon 
Akron, O., business consultan} 
was retained by an advertising 
committee of eastern and mid. 
western manufacturers to contac; 
individual companies on details 0; 
the program. The work culmi- 
nated recently at a meeting o; 
West Coast manufacturers in [p: 
Angeles. 

The new company is empowered 
to promote, for the industry, clay 
pipe and kindred products. H. ¢ 
Maurer, of the Clay Sewer Pipe 
Association, is president. The Ma- 
lone organization will conduct th: 
campaign, with manufacturer: 
subscriptions for the first year 
effort already pledged. 


Lewis W. Parker, eastern man- 
| ager of the National Retail Furn 
iture Association, has been ap- 
| pointed director of services of the 
association at Chicago. He wil 
replace John R. Trost, who ha 
|joined Anderson, Davis & Platte, 
New York agency, as director o 
Famery promotion. Frederick Hu- 
bert, formerly with the merchan- 
‘dising division of Montgomer 
| Ward & Co., in New York, become 
| manager of the association’s Ney 
| York office. 


| Furniture Assn. Names 2 


Bendix Names Three 


W. A. Becker has been named 
midwest sales manager of Bendi: 
Home Appliances, South Bend 
| Ind., C. J. Laufersweiler has beer 
appointed West Coast sales man- 
| ager, and C. D. Mitchell, southeast 
sales manager. All three were for- 
|merly district managers on Ben- 


| dix’s automatic home laundry unit 
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Ten million reader “edit” The News! 


OF COURSE, we don’t mean that 10,000,000 men, 
women and children crowd into The News Build- 
ing in New York every day to put out the paper. 
To handle that job, The News retains a large force 
of expert reporters, rewrite men, editors, makeup 
men, mapmakers, photographers, printers, en- 
eravers, pressmen, etc., etc. 

Nevertheless, its 10,000,000-plus readers “edit” 
(he News; and here’s how and why: 

The New York Daily News sells more than 
»,000,000 copies a day, the Sunday News more than 
',700,000. We could sell many more if it weren’t for 

artime paper shortages. Clark Studies show an 
erage of 2.98 readers per copy of The News! That 
ccounts for almost 6,000,000 readers daily, and 
re than 10,000,000 Sunday. 

These readers edit The News 

cause The News is edited solely 


th these readers in mind. 


Tout of | 0 families read The News! 


Most of our readers live in the New York 
metropolitan area. They adorn every income group 
from smallest to largest. They range from jitterbugs 
to bankers and college professors; from recent war 
refugees to Mayflower descendants. In_ politics, 
creeds, languages and races they are as varied as 
the human race itself—because New York is that 
kind of place. 


The News, in the 25 years since its inception, 


has managed to interest a higher percentage of 


these people, and keep them interested, than has 
any other newspaper yet to appear in New York. 

Mainly responsible for this achievement has 
been and is the fact that The News aims its news 
treatment, features and format at all of the people 
in New York. It plays the 
news of the day straight; it 
does not write it “down” or 


write it up, or try to work 


...in New York City, 


NEWS BUILDING 
New York 17 


THE & 


NEW YORK'S © 


off any group, clique, party or dogma against any 
other. The News in short, is honest with its readers. 
It puts its opinions in its editorial column, where 
they belong; not in the news columns, where they 
do not belong. 

The paper also presents a daily and Sunday 
roundup of the best in sports writing and pictures, 
in general news photographs, in dramatic and 
movie criticism, in comic strips, in household and 
fashion and beauty features, in Washington news 
coverage, in Manhattan special columns such as 
those conducted by Ed Sullivan and Danton 
Walker, in Hedda Hopper’s Hollywood news beats 

And The News insists on a high standard ot 


integrity in all advertising it accepts for publication. 


WHICH TELLS YOU, as plainly as we know how 
to tell you, that you are an “editor” of The News 


if you are a reader of The News 


NEWS 


PICTURE NEWSPAPER 


= 


155 MONTGOMERY STREET 


San Francisco 4 


TRIBUNE TOWER 
Chicago 11 


Average net paid July circulation exceeded 2,050,000 Daily... 3,700,000 Sunday 
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WPB Order Might Pave Way 
for Faster Postwar Production 

Washington, Aug. 31—WPB’s 
spot authorization order permit- 
ting piecemeal reconversion makes 
good sense when you consider the 
case of electric washing machine 
and refrigerator manufacturers 
who could get a running start 
toward postwar production if they 
were permitted to use idle facili- 
ties now to build stocks of parts. 

Assembly lines in these indus- 
tries must remain on war work 
for six to nine more months, but 
the reappearance of these criti- 
cally needed consumer items could 
be greatly speeded if men and 
machines left without work as a 
result of cutbacks were permitted 
to make parts which can be rushed 
to final assembly soon after war 
contracts are canceled. 

These pools of locally surplus 
manpower and machines make no 
contribution to the war. In addi- 
tion they pose a real threat to 
reconstruction, for the psychology 
of uncertainty they create stifles 
the spending spirit which will be 
necessary to create markets for 
industry’s postwar output. 

It seems to this reporter that 
business and Congress appreciated 
Donald Nelson’s position on recon- 
version more than Charles Wil- 


feeling, however much of it may 
have been the creation of Nelson’s 


By STANLEY E. COHEN, Washington Editor 


press agents, that the WPB chair- 
man had a deeper understanding 
of the need for quick reconversion. 
Whatever the facts, Wilson could 
not overcome the belief that in his 
zeal to make war, he was selling 
future stability short. 

a * * 

Quincy Adams, chief of the 
small business division of the De- 
partment of Commerce, will leave 
shortly to re-enter private busi- 
ness as a consultant providing in- 
formation on marketing and dis- 
tribution organizations for small 
manufacturing firms. 

Appointed last spring to head 
the newly-organized small busi- 
ness activities at Commerce, Mr. 
Adams was formerly with Dun & 
Bradstreet, and more recently had 
been on active duty with the Navy 
Department. In his position in 
New York, with a new firm as yet 
unnamed, he will specialize in; 
studies of the marketing problems 
of small manufacturing firms, with 
a view toward assisting them in 
the organization of their selling 
and distribution activities. 

While with Commerce, he had 
devoted his time toward the or- 


ganization of the small business 
division, and only recently com- 
pleted preliminary studies of the 
problems with which the Com-| 


: |merce Department may be ex-| 
son’s because there was a general | pected to deal. 


| 


As yet no successor has been 
named. 


HERE’S HOW YOU CAN 


| 
| 
| 
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DOMINATE 


THE SOUTH 


MORNING 
MON. THRU FRI. 


8:00-12:00 A.M. 


MON. THRU FRI. 
12:00-6:00 P.M. 


EVENING 
SUN. THRU SAT. 
6:00-10:00 P.M. 


BEND AREA 


HOOPER LISTENING INDEX: 
MAY-JUNE, 1944 


Here is a Hooper showing that proves you cannot cover the | 


South Bend area from Chicago— or any place else except South Bend. | 


It is a showing which cannot be duplicated and one which should 


mean much to anyone interested in the Northern Indiana and South- 


ern Michigan market. 


Think it over—an average of almost half the radio listeners, 


morning, noon and night! Also compare the WSBT figures with the 


other stations indicated. Nothing more need be said! 


WSBT 


1,000 watts at 960 


is 22 years old. WSBF, our FM 


station, has already been operating 16 months. 


COLUMBIA NETWORK 


PAUL H. RAYMER CO. 


National Representatives 


False Alarm: FCC Chairman 
James Lawrence Fly wasted a full 
morning of his time waiting to be 


| questioned by the Lea FCC inves- 


tigating committee last Thursday. 
After Mr. Fly had been sum- 
moned to the House Office Build- 


|ing by subpoena at the request of 


Congressman Louis E. Miller of 
Missouri, Miller failed to show up 
and the session was postponed. 
Miller’s office said he was ill. Inci- 
dentally, for the first time since it 
began functioning more than a 
year ago, the committee will turn 
to the FCC’s radio activities with 
hearings scheduled Sept. 5 on 
“abuse of the licensing power.” 
Preparations: Postmaster General 
Walker has urged his underlings 
to use local publicity to get all 
Christmas packages into the mails 
by Dec. 1. Large advertisers will 
be requested to withhold heavy 
mailings of catalogs, calendars, 
etc., during December. Calendars 
should be mailed so they can be 
delivered by Dec. 1, though other 
current advertising pertaining to 
holiday sales need not. 
* co tR 


Forget: The ever - recurring 
rumor that paper will be rationed 


Advertising Age, September 1944 


on the basis of essentiality. No- 
body wants to handle that one. 
Also, we laugh off the story that 
Roosevelt intends to fly home a 
million Democratic votes if the 
European war ends in time. It’s 
strictly designed to create jitters 
for the GOP. Tip: Insiders say 
publishers should ask questions 
about pulp allocations before 
accepting any further reductions 
in quotas. Talk: For what it’s 
worth, Washingtonians repeat 
stories that Chet Bowles will re- 
place Jimmy Byrnes; that Donald 
Nelson will get into the Surplus 
Property picture; that Vice-Presi- 
dent Wallace will head the United 
Nations Food and Agriculture Or- 
ganization. That last is the out- 
growth of last May’s Hot Springs 
conference, and it will suggest 
methods of conserving natural re- 
sources and improving processing, 
marketing and distribution of food 
and agricultural products. 
* * * 


Glee: FTC lawyers applaud a 
U. S. Circuit Court ruling in 
Chicago denying a rehearing to 
Corn Products Refining Co. from 
a Commission cease and desist 


order growing out of Clayton and 


Robinson Act price discri: 
charges. Among other th 
order forbid Corn Produ: 
furnishing Curtiss Candy ( 
special advertising servi Bi 
available to other firms. we: 
A WMC report shows t td 
classified employers are ; no 
ting some new labor despit+ Usgpe 
control of employment. Of | 9]. 
000 persons placed through Usps 
in July, 896,000 or 82% went ins, 
essential or locally needed ne 
however. Turnover: Exodus froy 
government jobs has become .« 
marked now that one newsmay 
commented that WPB ought to py 
out a new telephone book eag. 
week now instead of each mont} 
* * 


Editorial: This department 
concerned about the retreat of ta). 
ented business men from the goy. 
ernment, with a rout threatenin, 
once the European war is over, |; 
is true that these men are making 
great personal sacrifices by cutting 
themselves off from private bygj. 
ness at this time, but the nation 
and particularly business, will bg 
the loser if important matters stjj] 
to be completed are left to pro. 
fessional bureaucrats. 

There is no question that busi. 
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advertising Age, September 4, 1944 


ness men, once adjusted to the 
imitations of government work, 
vt chings done faster and better 
public servants. And there 
> still many things to do—post- 
xr pricing and international 
ide are only two. In the foreign 
ide field, for instance, there are 
ose who would like a knot of 
-yerienced public relations and 
advertising men to continue a 
sood will job for American indus- 
» along the lines of a greatly 
‘aated OWI Overseas Branch. 
+ practical politics aside, would 
» experienced public relations 
and advertising people stick? 
* * * 


Buying power: Federal Reserve 
qoures show that bank deposits 
went up $4,000,000,000 between 
April and June; $11,000,000,000 
since June, 1943. Individual and 
corporative time and demand de- 
posits are now close to $44,000,- 
000,000. Idea: For whom it may 
concern, the Secretary of the 
Treasury will now grant permis- 
sion for reproduction of invasion 
money for “educational” purposes. 
Applications must be in writing. 
Evidence: Less newsprint is going 
through the presses, The Federal 


de 
B 
t 


Reserve index shows that con- 
sumption in July was 75% of the 
1935-39 average compared with 
91% a year ago. Straw: WPB 
has ordered stockpiles of strategic 
materials re-examined with a view 


toward cutting down government | 
buying. Reduction of this buying, | 


Wurzburg's Seeks 


‘Famous Names’ 


with Portfolio 
Grand Rapids, Mich., Aug. 29.— 


possible because of the reduction | Supporting its conviction that de- 


in shipping losses, would ease sup- 
ply of many scarce materials. 
Protection: Robert H. Hinckley, 
director of contract settlements, 
has completed plans for T-Loans 
to finance industry during contract 
settlement negotiations. But the 
process is still handicapped by lack 
of uniform accounting procedures. 
Surpluses: RFC has now sold $56,- 
756,341 worth of surplus property, 
about $4,500,000 of it in the past 
month. The property originally 
cost $65,128,084. 


Pepsi-Cola Buys Site 

Postwar western headquarters 
for Pepsi-Cola Company will be 
established in Oakland, Cal., prop- 
erty having been purchased for 
erection of a manufacturing plant 
to provide Pepsi-Cola syrup to 
approximately 100 bottling plants 
in 11 western states. 


partment store progress will be 
based on the promotion of “famous 
names,” Wurzburg’s, Grand Rap- 
ids store, has developed a “sales 
portfolio” designed to impress 
manufacturing sources with the 
reason why it is best qualified to 
handle their merchandise. 

“We believe that manufacturers 
who have built a reputation for 
their products by national adver- 
tising are inevitably the makers of 
the best quality, the leading fash- 
ions,” Frederich G. Schoeck, Wurz- 
burg’s general manager, said. De- 
scribing the store’s postwar plan, 
he added, “Our entire buying, 
merchandising and advertising 
policies are going to be focused on 
‘famous names’.” 

With an entire section devoted to 
its newspaper, radio, outdoor and 
window advertising, the portfolio 
devised by Wurzburg’s gives a 
quick story to manufacturers of 


|the store’s centralized location, of 


its traffic potential in terms of bus- 
line facilities and parking service, 
and graphically charts comparative 
sales figures for all major depart- 
ments, 
special services that are making it 
a growing fashion center and shop- 
ping favorite. 

A series of special photographs 
visualize the modern decor of each 
department, shows the manufac- 
turer the “home” in which his line 
will be shown at Wurzburg’s. Spe- 
cial emphasis is given to the many 
nationally famous labels now in 
Wurzburg’s line, leading dramati- 
cally to “the missing label,” the 


line of the manufacturer to whom | 


the portfolio is being shown. 


Plans Fashion Course 


“Jobs in Advertising,” other 
than in stores, will be one of the 
topics discussed in the fifth fashion 
training course, “Introductions to 
Careers in Fashion,” sponsored by 
the Fashion Group, New York. 
The course, opening at the Barbi- 
zon Hotel Oct. 4, comprises 10 


two-hour sessions, ending Dec, 12.| The furniture stores found that, 
An essay award of $200 will be 
made at the completion of the 


course, 


HEY SAID THE SAME IN “86 


“The day of large profits is probably past; there is no room for ex- 
tensive development of industry,” mourned a high government official 
in 1886... years before automobiles, planes, movies, electric refriger- 
ation, radio! Just as mistaken is recent talk that economic frontiers no 
longer exist, that Government must administer our resources. America 


knows industry will do as good a job postwar as it’s doing now. Busi- 


ness will amaze with new goods, advertise as never before, and provide 


employment. Yes, advertising is the No. 1 song on industry’s postwar 


yrogram, and Champion paper will be in there carrying the melody! 
} £ . P d wr) Py 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. 


. .. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


It pictures the store’s many | 


Home Furnishings 


@ Reflecting the Think- 
ing of the Home Furnish- 


ings, Housewares, House- 
hold Appliance and 


Radio Industries. . . . 
. 
The Knoxville Furniture Association .- 
is undertaking a series of radio a 
programs, to be supplemented by 
newspaper ads, designed to inform ia 
their customers on the home fur- _— 
nishings situation. a 


due to conflicting forecasts and 


| newspaper stories, customers were 
| confused about what was avail- 


able, what postwar merchandise 
would look like, etc. 


Factual information used in these 
broadcasts will be based entirely 
on headlines and news stories from 


RETAILING Home Furnishings. 


M. C. Maxwell, director of pub- ee a 
licity for the Knoxville Furniture : -— 
| Association, explained the plan — 
this way: 


“RETAILING can be relied on to = . 
give retailers accurate, up-to-the- . 
minute information. RETAILING 
gets authoritative information for 
the retailer, who should pass it on a 
to his customers. That makes bet- 
ter retailers; and we believe that 
RETAILING'S headlines for the : 
broadcasts will help make better 

customers." 


Here is further proof of the value _ : 
of RETAILING'S fast, factual, de- 


_pendable editorial service. 


As the only NEWSpaper in the 

_field—the only publication cover- 

_ing all lines of home furnishings, is 
only RETAILING can give the . = 
| complete home furnishings picture : E 
| —and do it fast enough to be of ; 
value to furniture and department 
stores. = 


a 


HOME FURNISHINGS 


A Fairchild Publication a 
Fairchild Bidg., 8 E. 13 St. “a 
New York 3, N. Y. a 
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A shell fragment pierced his cheek - 
shattered his jaw, in Tunisia. But pe 
never guess it from this picture: 


These are unretouched photos of faces which 
were torn by war and restored by the miracle 
of plastic surgery. What wife or mother will 


not take heart when she looks at them? This 


modern miracle, of such deep concern to 


women, is described in an article, page 25 in 


September’s Companion—‘‘Saving His Face.”’ 


ea 
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You are looking at a Miracle 


Companion articles have added something 
stirring and vital to women’s service books. 
This is service that doesn’t stop with home- 
making, but goes beyond it—to grapple with 
personal crises, war-time questions, problems 
of citizenship—wherever today’s women need 


help and hope. 


COMPANION 


ad THE CROWELL-COLLIER PUBLISHING COMPANY 


* THE COMPLETE WOMAN’S MAGAZINE 
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OTHER FEATURES. . 4 


THE PAY-OFF . 


Dear Joe ’ 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear G. I. Joe: 

So you’re over there. Fate’s giant, 
ynnredictable hand has reached down 
and plucked you from that smooth road 
which was leading to a well planned 
future, and has set you 
down on trails far 
afield. Yes, trails that 
had no part in your 
plans, trails that were 
not on the map of your 
life’s road. 

Away from your 
family and _ friends, 
away from all that has 
meant life to you, this 
seems like one of your 
dark years. Here are 
hates, bitterness, strife, 
here are death and 
destruction. Truly, Joe, this is one of 
your dark years, but when you have gone 
along as far in life as I, you will find 
that often they are the years of achieve- 
4 ment, the years when the true values of 
life have burned the brightest. Tired of 
groping around in the dark, you strike 
a light that illumines your soul. 

The only question is, are you the fellow 
who looks at the cup of life and says, 
“It is half empty,” or are you the fellow 
who cheerfully says, “It is half full’? 

you are the latter, this experience, 
regardless of its consequences, will make 
your life fuller and richer, will make it a 
far bigger life. 


George H. Simpson 


af Ble 


Then some day, God willing, Fate will 
set you down again on that old smooth 
road. Maybe you'll flounder around 
awhile until you get your bearings, and 
then you’ll see things there that you 
never saw before. 

Then, Joe, you’ll write copy again, as 
before, but thousands more will read it. 
They’ll read it because they’ll find some- 
thing their hearts seek, something that 
you found for them out there, during 
those dark, fearful nights, in that time 
when your buddy’s life seemed more 
valuable than your own. 

And, Joe, you’ll make pictures again, 
pictures that the busy throng will scan 
more eagerly than ever, for they’ll see 
life in those pictures, life as you learned 
it out there, when you came closer to 
your fellow man, out there where some- 
thing encompassed you that was far 
bigger than your small life. That will be 
the new you, Joe, the bigger you, finding 
itself and giving its expression to an 
eagerly awaiting world. 

And Joe, some day, God willing, you 
are coming back ... coming back to a 
better America, because a million other 
boys over there are feeling and thinking 
the same as you. Yes, Joe, a _ better 
America, because you are going to make 
it so. 

GEORGE H. SIMPSON, 

Promotion Manager, Philadelphia 

Daily News. 


lhe Pay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 
Do you want a large number of replies 
your advertising, or are you after a 
maller number of deeply interested, 
gical prospects? 
Your answer to this question will par- 


YOU'VE SEEN THIS NEW Teen 


termine the nature of your mail 
For, other things being equal, 
easily condition the number of 
uu will get. 
two ads reproduced here from 


ek of August 14 illustrate the 
on this point. 
the National Gypsum Company is 
advertising a book and trying 
eaders to send for it. Practically 
about the ad is devoted to 
the book—the headline, illustra- 
‘opy, and the blurbs. Even a 
is included to make it easy to 


two 


ing 


DON’T BUILD OR BUY UNTIL ~ 


reply (although the size of the coupon 
could well have been larger for more 
convenient writing). The product is 
mentioned only incidentally and you have 
to look carefully to notice that evidently 
the advertiser sells insulation and crack- 


resisting wall covering. 

The ten cent charge is evidently put 
in to keep out kids and to pay part of 
the cost of the booklet and its mailing 
I’ll venture a guess that this ad will pull 
a whale of a lot of replies. If you are 
thinking at all about owning a house, how 
— you resist this ad? 

The American Mutual goes to the other 


extreme. The appeal for a response is 
buried in small type in the last two lines 
of the body copy and the sub copy. Even 
then the “All American Plan” is not 
described or played up in any way 


Either the advertiser wants only a smaller 
number of really interested prospects or 
his offer is only incidental to his main 


Thus you can pull out all the stops in 
going after a large number of replies, yOu 
can bury your offer to limit replies to 


purpose of selling the company. But the’ those most interested, or you can take a 
replies he does get will be from good medium ground. Your choice will de- 
prospects, for they will have had to read pend upon your market, your product, 


all the copy before learning of his offered on 


plan. 


method of selling 
profit margin. 


your 
your 


and partially 


The Creative Wane Corner 


The trouble with most trick advertise- close beside it, listening to “Jerry 
ments is that the tricks merely trick the and the Jeeps.” - 
reader. 4. The porch light which Mr. H. bd 
Every once in a while, however, there switched on to guide the dinner 
comes along one where the device is so guests. ted 


perfectly used from beginning to end— 5. The percolator, ready and waiting to 
to make a point, that the result not only do dinner duty. 
is an outstanding advertisement techni- 6. The electric range, filling the kitchen 


runny led 


bey iicscwe inary ek ee fn 


160 senqvece L16HT ane vowse souramed 


cally but also immensely effective selling. 
Just such an advertisement, in our 
opinion, is “The Case of the Crumpled 


with appetizing odors. 
The refrigerator, from which Mrs. H 
was taking trays of tinkling ice cubes. 


-~] 


Letter,” signed by 160 Electric Light and 8. The iron, with which Nancy was 

Power Companies, in Life of August 28th: pressing a dress for her date. 

SCENE: First floor of the Hastings home 9. The back porch, on which Mr. H 

TIME: The evening of August 1, 1944 paused to think things over—realiz- 

1. The desk at which Mr. Hastings ing that his family did use a lot more 
opened his monthly bills and wrote electricity nowadays, and maybe the 
an indignant letter to the electric company was right. 


10. The trash can into which he tossed 


his crumpled letter. 


company, protesting against their ad- 
vertising that the average family gets 


twice as much electricity for its That is a very fine trick, deftly handled 

money as it did fifteen years ago. and given added point in a line that fol- 
2. The electric clock at which Mr. Hast- lows the formal text: 

ings looked to see if he had time to Don’t waste electricity just because 


it’s cheap and isn’t rationed! 
That is a punch line with a real 


mail his letter before dinner. 


3. The family radio, with Junior parked puncl 
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Coal Groups Plug 
Fuel Conservation 
to Aid Supply 


New York, Aug. 30.—To help 
avert a predicted national fuel 
shortage this winter, Anthracite 
Industries, Inc., has decided to 
extend through December a twice- 
a-month series of 640-line inser- 
tions in 95 newspapers, originally 
set to run from July 1 through 
September. 

The anthracite campaign runs in 
about 60 cities in the East and 
Great Lakes areas. Consumers 
are urged to buy their coal now. 
Copy also announces that thermo- 
stats for “coal-conserving temper- 
ature” are now available. N. W. 
Ayer & Son is the agency. 

Bituminous Coal Institute prob- 
ably will introduce a fuel-saving 
theme into its magazine campaign, 
and may run some special news- 
paper copy on it. Benton & Bowles 
handles this account. 

Meanwhile, for better fuel utili- 
zation in the postwar period, Bi- 
tuminous Coal Institute announces 
an architectural competition for 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours dally 
to bring you coverage of — 
best-spending customers 

100,000 readers daily! 


* * THE * x 
NEW HAVEN, CONN. 


JOURNAL - COURIER 


basement and 
which permit 
with any major fuel. Open to/| 
architects, designers and drafts- 
men, the competition offers prizes 
totaling $4,750 in war bonds for 
the most practical and attractive 
designs, permitting householders 
to change easily from one fuel to 
another as price or supply condi- 
tions may warrant. 

The competition is being con- 
ducted by Architectural Record. 
The war bond prizes, ranging from 
$1,500 to $100, are being offered 
by the institute. 


Four Join DC&S 


D. Peter Bowles and E. Blaney 
Harris have joined the radio de- 
partment of Doherty, Clifford & 
Shenfield, Inc., New York. Robert 
Leary and Ann Murphy have 
joined the agency’s copy staff. 


J. M. Cook Promoted 

J. M. Cook, for 11 years in the 
industrial sales department, Cin- 
cinnati district of Cutler-Hammer, 
Inc., electrical manufacturer, has 
been appointed manager of the 
company’s San Francisco district 
sales office. 


chimney designs | 


“flexible heating” | | 


| 
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Network Hooperatings for Augus| 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Total Sponsor 
1. Jack Armstrong 2.53 General Mil! 
2. Grand Central Station 2.42 Pillsbury Flour Mi}, 
3. Let’s Pretend 2.36 Cream of Wheat | 
Most Men: Cedric Foster, with 0.64 (Cooperative) 


Most Women: 
Most Children: 


Songs by Morton Downey, with 1.44 (Coca-Co},) 
Jack Armstrong, with 1.30 (General Mills) 


MOST SETS IN USE: 


1. Monday through Friday—12:45-1 p.m., EWT............. 16) 
Programs: Our Gal, Sunday 
2. Monday through Friday—1- PEL ig ee Re cease vers. 15 
Programs: Baukhage Talking (Cooperative) Life Can Be By vutiful 
(Procter & Gamble) 
Tied for 3rd Place: 
A. Monday through Friday—12-12:15 p.m., EWT......... 15.6 
Programs: Glamour Manor (Procter & Gamble) 
Kate Smith Speaks (General Foods) 
B. Monday through Friday—1:30-1:45 p.m., EWT.......... be 
Programs: Bernardine Flynn (Procter & Gamble) 
Luncheon with Lopez (Van Camps, Inc.) 


HIGHEST SPONSOR IDENTIFICATION: 


Aunt Jenny—11:45 a.m. to 12 noon, with... .........6cse00... 80.39; 
Correct Product, 79.5—other 0.8 (Lever Bros.) 


“TOP TEN” PROGRAMS IN LISTENING 


Hoop- 


Net erat. 
Program Sponsor Product work ing 
When y’ Girl MarriesGeneral Foods Calumet & Certo NBC 73 
Ma Perkins Procter & Gamble Oxydol CBS 73 
Our Gal, Sunday Am. Home Products Anacin CBS 19 
Big Sister Lever Bros. Rinso CBS 6.9 
Romance of Helen Am. Home Products Bisodol & Kolynos CBS 66 
Trent 
Life Can Be BeautifulProcter & Gamble Ivory Soap CBS 6. 
Stella Dallas Sterling Drug Inc. Various Phillips Prod. NBC 6! 
Young Widder BrownSterling Drug Inc. Various Phillips Prod. NBC 6.1 
Kate Smith Speaks General Foods Sanka-Sure Jell ‘BS 6.1 
l 5.9 


( 
Breakfast at Sardi’s Kellogg Co. Pep B 


Forms Therm-O-Rite Joins ‘Better Homes’ 


A Canadian organization to}! Edmund N. Brennen, former) 
manufacture and sell Airtemp re-| with Tide, New York, has joined 
frigeration and air conditioning|the New York advertising sales 
equipment has been organized by | staff of Better Homes & Gardens, 
Chrysler en na i ee 
pany, known as Therm-O-Rite 
Products Ltd., will have offices in | ICI to Meet 
Toronto and Montreal, A dealer| Indoor Climate Institute, asso- 
organization over Canada will be | ciation of heating, cooling and air 
set up and Vickers & Benson Ltd.,| conditioning industries, will hold 
Toronto, has been named as ad-jan open forum Sept. 21 and 22 at 
vertising counsel. the Book-Cadillac Hotel, Detroit 


| 
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farm p 
gil Two big events of importance to advertisers in the shoe industry will 
a take place next month. They are the National Shoe Fair and Postwar 
ae a Conference of the shoe industry at the Palmer House and Morrison ton Cc 
7 Sahn Hotel, Chicago, October 30 through November 2, and the publishing millior 
4 of the Fair and Conference Issue of Boot and Shoe Recorder on eeeaten ae 
— pa w POSTWAR PLANNING 
The conference will get down to active planning for postwar mer- | 
we | . . . ® ° a 
chandising and styling — will talk turkey zhout things to do, and how __ The Associated Business Papers tm f 
Rs » ‘ " have done much to further the ad- 
“ to do them. It will help the industry get set for postwar days of big- —vancement of intelligent postwar | at the 
+o : planning. Numerous postwar plan- | 
volume footwear merchandising . ... which may come about sooner ii. studies and reports are available | = 
than we think. to advertisers to help them get bigger 
. . ° . returns for each advertising dollar ; 
On October 15th the Recorder Fair Issue will preview this mo- _ invested in business papers. Write | payroll 
mentous get-together at Chicago; and the postwar views of prominent Associated Business Papers for any | 
. , : trade information in which you are 
manufacturers and retailers. It will be read by the largest, most inter- _ interested. 
ested shoe advertising audience of the year .. . and will, of course, be 7—_ in this 
the advertising medium through which canny manufacturers and sup- R en 
ii pliers will tell these eager-for-news merchants about their own post- ) 
ile a LUT why 
a ae war plans and products. | , 
eee ed | 0 tens 
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HENRY J. BEERNINK \ 
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requiring extensive employment. Furthermore, every 
one of the millions of eggs sold in the shell annually 
has to be candled, graded and packaged for sale 


around the world. 


Interviewer : Is this true of Washington farm 


products generally ? 


Beernink: It is true on a large scale. Mill- 
ions of cases and cartons of our fruits, berries and 
vegetables are processed in one form or another. Quick 


freezing, in which this state pioneered, has become one 


President | of our biggest industries. The State of Washington 

Washington Cooperative ; 
\ Egg and Poultry accounts for 20 per cent of all the frozen fruits and 
QO Association — berries processed in the United States. It produces 15 


You don’t think of a factory when someone mentions farming, yet 


farm products sustain many big-time industries in the State of Washington. 


Take the biggest farm organization in the state today —the Washing- 
ton Cooperative Egg and Poultry Association—and you will find 25 of its 40 


million dollars of sales this year represents factory-processed farm products. 


Henry J. Beernink, president of this 28 year old association of 30,000 
farm families, smiles tolerantly at the commonly-held belief that “farming” ends 
at the farms. In an interview with the Seattle Post-Intelligencer he provides a 
new insight into what farming in the State of Washington means to industrial 


payrolls in the State. 


Interviewer: To what extent do farm products create industrial payrolls 
in this state ? 

Beernink: There are more than 125 plants — factories, if you please — 
whose sole business is the processing of farm products. They give employment 
0 tens of thousands. Most of these farm-factories have developed into major 


ndustries in the past 15 years. Their sales run into tens of millions of dollars. 
Interviewer: Will you name some of the products ? 


Beernink: Yes, I'll start with our own. We manufacture thousands of 
Pounds of dry eggs. We freeze eggs. We mill feed. We cook and can tens of 
thou.ands of pounds of chicken and turkey. All these are factory operations 


Number 5 of a Series —Talks With Seattle's Wartime Leaders 


per cent of the nation’s frozen vegetable pack. This 
year alone we will produce the equivalent of 4,600,000 cases of canned peas, 


making us the second biggest producer in the nation. 
Interviewer: Do these products enter distant competitive markets? 


Beernink: Yes, indeed. The fertility of our soil, coupled with an extra- 
ordinary growing climate, gives us a much greater than average per-acre yield, 
hence our production is economical. Thus we have a distinct advantage in com- 


petitive markets. It broadens our selling areas materially. 
Interviewer: What of post-war prospects ? 


Beernink: Unquestionably, Washington’s farm-factories face an era of 
great expansion. The demand for these products is steadily increasing as they 
become better known, and the war has introduced them to new markets all over 
the world. 


Just as The Post-Intelligencer has been of tremendous help in recruit- 
ing farm labor during these war years, the farm-factories of this state will again 
look forward to your invaluable aid in helping solve their postwar problems of 


expansion. 


the 


seattle 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


NEW YORK © CHICAGO © SOSTON © SAM FRANCISCO © FHILACELPHIA © DETROIT © PITTSBURGH © BALTIMO®E © LOS ANGELES © SEATTLE 
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SHOWS USES—An actual Motorola 
Handie Talkie is mounted on this new 
plywood display which Galvin Mfg. 
Corp., Chicago, has released for re- 
tail and department store use. Battle 
scenes on illuminated glass plates show 
the sending and receiving radio device 
in action. 


Starts Drive for 
RPM Motor Oil 


San Francisco, Aug. 30.— Fea- 
turing a new strip-type technique 
to point up unusual qualities of 
RPM motor oil, Standard of Cali- 
fornia is launching a new cam- 
paign for the product in western 
newspapers, panel posters and 
radio. 

Regular newspaper space of 800 
and 450 lines will be used in 195 
newspapers of seven western 
states, with the logotype of the ad 
being a reproduction of the 24- 
sheet poster. Also behind the new 
drive for RPM will be the Lowell 
Thomas broadcast now heard five 
times weekly over 41 Don Lee- 
Mutual and Inter-Mountain net- 
work stations. 

The campaign, built around the 
theme, “RPM motor oil takes bet- 
ter care of your car,” continues the 
car care program adopted by the 
ene shortly after Pearl Har- 

or. 

Batten, Barton, Durstine & Os- 
born handles the account. 


Simmons Elects Lumbard 


Warner Lumbard, business man- 
ager of Marine Engineering & 
Shipping Review, has been elected 
a vice-president of Simmons- 


Boardman Publishing Company, 


New York. 


FABRY — 


Since it's so tough to geet wait- 

s nowadays, the management 
furnishes a copy of TRUE while 
vou wait.” (One of the great 


family of Fawcett Publications.) 


International 6-E 
Expands Schedules 
for Home Products 


New York, Aug. 30.—Increasing 
emphasis in advertising on fluores- 
cent lighting, refrigeration and the 
use of quick freeze methods, actual 


| products of electronics, and recent 


developments in frequency modu- 
lation are among the highlights of 
the 1945 campaign to be conducted 
in Latin American markets jointly 
by local promotion of Interna- 
tional General Electric Company 
and the home office of G-E in 
Schenectady. Plans call for ex- 
tensive use of all media—radio, 
newspapers, Magazines, trade pub- 
lications, car cards, movie slides, 
window displays and booklets. 
Already three G-E subsidiary 
companies are well under way 
with their advertising, all of which 


5 esp olde 
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is being handled through Grant 
Advertising, New York. General 
Electric S. A. of Brazil and Gen- 
eral Electric Cubana, S. A. of 
Cuba, are stepping up schedules in 
radio. The Brazilian company for 
the first time is presenting a re- 
corded half-hour radio show once 
weekly in six key cities of Brazil. 
In the form of an _ institutional 
variety show, the program aims to 
demonstrate how G-E_ postwar 
electrical merchandise will serve 
“The World of Tomorrow.” 
Cuban advertising, calling for 
the largest budget in its history, 


will emphasize on radio 


newspapers domestic and com, 


cial refrigeration and radi 
with regular schedules 
for 
lamps, and appliances. 
G-E’s Brazilian subsidiar 
is using currently newspap 
Magazines, and plans 
market research to 


General Electric, S. A, ; 
gentina also plans 
expansion of advertising fo; 


limited only by availabili: 


merchandise to sell. 


incandescent and fluo»; 


extens 
. dete mi 
product acceptability and ne 


consid: 


oe we 


IN THE WORCESTER AREA 


This is the story in which agencies and advertisers, distributors, and 


government bureaus have expressed an avid interest. Here in con- 


densed form, clearly charted, strikingly illustrated are the facts of 


Worcester’s Post War Buying Intentions from cellar to attic. Fact - 


Finders Associates, Inc. handled the entire survey. Within the covers 


of this book are their findings, word for word. If you have already 


asked for this survey, your copy is in the mail. If you would like one, 


send for it now! 


MADE FOR THE WORCESTER TELEGRAM-GAZETTE 


By Fact Finders Associates, Inc. 
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-<: ff lgleheart Opens 
ved Sales Division 
and Research Lab. 


and Evansville, Ind., Aug. 31.—Igle- 
+ Brothers, Inc., subsidiary of 


sive heal . 

ine md ral Foods Corporation, has 
ds, established a marketing depart- 
Ar- ment with three divisional man- 
able [ME agers and a local research labora- 


ing responsibilities for all Igle- | 
heart specialty products sold in'| 
grocery stores, including Swans 
Down cake flour, Instant Swans | 
Down and mixes. In charge of) 
sales and marketing for all bulk | 
and bakery flours will be O. A. | 
Knauss, formerly with the Phoe- 
nix Mill, an Igleheart division, 
while H. P. McGrath will be man- 
ager of the feed division. 

Manager of the Evansville re- 
search and control laboratory will 


Purchases CKCL 

Station CKCL, Toronto, has | 
been purchased by Jack Kent| 
Cooke, president of the Toronto | 
Broadcasting Company, and a | 
group of his associates. Under the | 
new management call letters will 
become CKEY. 


Sgt. Stump Missing 
S/Sgt. Warren Stump, formerly | 
art director of Pollyea Advertis- | 


Su 


‘Farm Folk’ Step 


from Media Pages’ 


to Snider Labels 


New York, Aug. 29.—A feature 
of Snider’s advertising in maga- 
zines, newspapers and trade pub- 


|lications during the past year, the 


Snider “Farm Folks,” will step 
onto new labels styled for the 


1945 wry, Earl J. Heseman, president, |be H. W. Putnam, formerly with|ing, Terre Haute, Ind., has been | 1944 pack of General Foods Cor- | 
oe snnounced today. |Central Laboratories, Hoboken,|reported missing in action in/ poration’s condiments. 
‘B Wesby Parker will have market- | N. J. France. Designed by Frank Gianninoto | 


NEW STYLE—This color page, sched- 
uled for the Sept. 18 issue of Life, 
shows the Snider farm characters of 
General Foods’ media ads as they ap- 
pear in the new label for Snider's chili 
sauce. 


& Associates, the new labels pre- 
sent the “Snider Farm Folks’— 
Grandma, Grandpa, Farmer, Old 
| Salt, Sister Sue, and Chef Snider. 
Whimsical and colorful, each char- 
|}acter is adaptable to one of the 
|condiment products — Snider’s 
|catsup, Old Fashioned chili sauce 
j}and cocktail sauce. The brighter 
colored labels increase both appe- 
‘tite and shelf appeal, company 
|tests indicate. Labels suggest 
| kitchen and dining room uses for 
ithe product, and each carries a 
ieross reference to other condi- 
ments. 
The company’s forthcoming ad- 
vertising campaigns will continue 
to use the “Farm Folks” theme in 
illustration and copy, an example 
of which will appear in the Sept. 
| 18 issue of Life, where a full page 
four-color ad headlined ‘‘Tomatoes 
|’n’ spice ’n’ everything nice” pro- 
motes Snider’s Old Fashioned chili 
/sauce “At the Snider Folks’ Har- 
| vest Time.” 
| The illustration shows Snider’s 
| chili sauce being hauled in by the 
|*“Farm Folks” at the county fair, 
| where it will be given a blue rib- 
|bon. Postscript copy says, “Don’t 
| forget—Snider’s catsup and Sni- 
der’s cocktail sauce are mighty 
| tasty, too!” 
| Agency for General Foods’ Sni- 
|der products is Benton & Bowles, 
| New York. 
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A FEW 
FACTS ABOUT 
THIS BOOK 


24 pages ‘Heads Blue Promotion 


: : Ed Egen, formerly manager of 
Printed in three the display advertising department, 
colors gr . ee Arizona Republic and Phoenix Ga- 

we zette, has been been appointed sales 
promotion manager of the Blue 
Network, replacing Elmer Peder- 
sen, who will devote full time to 
sales contact for Blue. 


—_-__--— 
Briefalog! 


Use a Briefalog in the 1945 Elec- 
trical Buyers Reference to reach 
the men who plan, specify, requisi- 
tion electrical and allied equip- 
ment. More effective; saves a costly 
catalog of your own. 1945 edition 
closes Sept. 15th. Ask nearest 
McGraw-Hill office for information 


They reach for 


23 different charts 


Tells you what, 
when and how 
Worcester families 
will buy, post war. 


he VELEGRAM-WAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F. BOOTH, Publisher 
PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG 


A McGRAW-HILL 
PUBLICATION 
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CIO Group Plans 
$250,000 Drive 


for Roosevelt 


New York, Aug. 30.— The Na- 
tional Citizens’ Political Action 
Committee, fathered by the CIO, 
now hopes to get $250,000 for ad- 
vertising to support the Roosevelt 
ticket, according to Ping Ferry, 
public relations director. 

The funds for this group prob- 
ably will be much smaller than 
the goal of $1,500,000, set by Sid- 
ney Hillman of the CIO. At this 
writing, its working funds total 
only about $100,000. 

The campaign, through Green- 
Brodie, Inc., New York agency, 
will run in spot transcriptions, 
broadcast and paid for primarily 
by local affiliated groups; in out- 
door posters, and in general, for- 
eign language and Negro news- 
papers. Under Emil Corwin, radio 
director, and brother of Norman 
Corwin, CBS producer, from three 
to six network broadcasts also 
may be arranged. Just prior to 
election day, emphasis in all me- 
dia will be on getting out the vote. 


The CIO Political Action Com- 
mittee may do some advertising 
on its own, Mr. Ferry explained, 
but most of the funds are being 
|raised and spent through the Na- 
tional Citizens’ group. 


TAB Appoints Paver 
as Managing Director 


Lt. Col. John M. Paver, retiring 
from 26 months of active duty in 
the U. S. Army air forces, has 
been appointed managing director 
of Traffic Audit Bureau, Inc., New 
York, to direct the TAB voluntary 
wartime plan and in cooperation 
with the executive committee, to 
study the opportunities for TAB to 
aid the industry in meeting the 
needs of the postwar era. 

Before entering the Army, Col. 
Paver was director of the field 
service of the National Outdoor 
Advertising Bureau, and prior to 
that had 20 years’ experience in 
product, market and traffic analy- 
ses and surveys. In 1933, he joined 
Miller McClintock, now president 
of MBS, in a study of traffic and 
trade relationships, which resulted 
in the formation of the Traffic 


Audit Bureau. 


Court Reverses 
Opinion on Food 
Treatment Patents 


| San Francisco, Aug. 30.—Pat- 
ents under which the Wisconsin 
Alumni Research Foundation has 
collected $7,500,000 in royalties 
were upheld last week when the 
U. S. circuit court of appeals, with- 
out explaining its action, withdrew 
an earlier adverse opinion. 

The Foundation lost an impor- 
tant round in the legal battle in 
June, 1943, when the court held 
that the patents represented im- 
portant discoveries—but not in- 
ventions. They are employed in 
treating food with ultraviolet rays, 
and the Foundation had licensed 
some 250 companies to ise the 
method. 

The case grew out of a suit in 
which Vitamins Technologists, Inc., 
Los Angeles, was held by a lower 
court to have infringed the Foun- 
dation patents. When the appeals 
court later ruled that the patents 
were invalid, the university or- 
ganization asked for a rehearing, 
|}action on which is still pending. 


PROPOSED 
SITE OF 


FT. WAYNE, 


| CHOICE LoTs 
FOr SALE 


“Seram! We need this spot to establish a town— 


and a newspaper” 


@ When General “Mad Anthony” Wayne 
in 1794 moved his army on to a plot of 
land at the junction of the Maumee, St. 
Marys and St. Joe rivers—and chased the 
Indians therefrom —he acquired a valu- 
able piece of real esiate. At that particular 
moment he had two ideas, both good. 
One was to establish a townsite which 
would be a pivotal point for serving the 
great territory of the Northwest, out of 
which the states of Michigan, Wisconsin, 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


civilization in 
the northwest. 


been servicing 


entinel 


Iowa and Minnesota were carved at a 
later date. Idea number two was to set 
up a spot for publication of a newspaper 
that could be the medium of spreading 


according to plan. Fort Wayne is today a 
great industrial city—and The News- 
Sentinel, established in 1833, has now 


considerably more than a century. 


the general direction of 
Both ideas worked out 


the territory it covers for 


RK—CHICAGO—DETROIT 


Burridge D. Butter, publisher of Prairie Farmer and head of \Ls 
Chicago, was returning recently from Phoenix, Ariz., where he ha: 
broadcasting and publishing interests, and got off the train ai Ty. 
cumcari, N. M. He got back on another headed for Memphis, san; 
hat, coat and money. Trainmen and others saw to it that he finally 


got to Chicago by way of the Rock Island Rocket. . . 

Pit. Sgt. Hal Burnett, formerly executive editor and Washinsgtop 
editor of ADVERTISING AGE, has been appointed a second lieutenant 
in the Marine Corps Reserve. He is currently a member of the 55th 
Reserve Officers class in the Marine Corps schools, Quantico, Va, __ 


te Tg 


— P oan : wha 


SPEED—In celebration of the birthday of Capt. Thomas B. Haire, publisher of 
Aviation Equipment and Airports, a home-baked cake is cut in a Nisson hut 
somewhere near London 24 hours after it was baked in New York. An army 
air nurse who had come over with some wounded men delivered the festive 
perishable to Capt. Haire on her return trip to England. 


Robert F. Merrick, managing director of JWT’s Sao Paulo office, 
has arrived in New York from Brazil. . . North Jersey’s Community 
War Chest drive will be sparked in part by WPAT program director 
Ted Webbe, chairman of the speakers’ comm. for the campaign, and 
the station’s publicity director Dave Golden, who heads the special 
events committee. .. Anne Davis, daughter of OWI director Elmer 
Davis, and Lt. Morris Kaplan, former Poughkeepsie newspaperman 
and news writer for WOR, have announced their engagement. Lt. 
Kaplan has been granted a medical discharge from the Army... 

Just out is Harold W. Roden’s newest mystery, “Too Busy to Die.” 
Mr. Roden is former chairman of the ANA, and president of Harold 
H. Clapp division of American Home Products, of which he is also 
chairman of the advertising plans board. .. Former JWT radioman 
Sgt. T. H. Moore Jr. is directing programs of all armed forces radio 
stations in the Southwest Pacific. . . 

Chris Story, v.p. of Cities Service Co., has purchased two acres 
of land, with a 14-room house, on the South Shrewsbury River in 
Monmouth Beach, N. J... John F. Becker, CBS network program 
director, is broadcasting to friends news of his engagement to Lucile 
Russell of Ridgefield Park, N. J. . . From cooking school to public 
relations work at Camp Kilmer, N. J., has been the lot of former 
ad mgr. of Columbia Univ. Press Fon W. Boardman Jr., now with 
the AUS. Boardman is telling how a camp librarian called recently 
to say she had a story for the camp newspaper concerning a book 
by a soldier formerly stationed at Kilmer. The book turned out to 
be one published by the Press, and which Boardman had seen in 
manuscript and promoted. . . 

Blue Network’s executive v.p. Ed Kobak, on a tour of the South 
and Southwest, including St. Louis, Fort Worth, Dallas, New Or- 
leans and Atlanta, plans a weekend visit at Alexandria, Pa. with 
son, Lt. James B. Kobak and his new grandchild. . . 

Thomas Murray O’Neill, formerly on the sales and ad staif of 
WTIC, Hartford, Conn., has been promoted from major to lieutenan! 
colonel at Aberdeen Proving Grounds... 

New York adfolk are looking forward to that luncheon the AFA 
is planning for Sept. 14, at the Waldorf-Astoria, honoring Helen 
Holby’s 25 years of service with the Federation. . . Horace N. Nahm 
of Hooven Letters will be Ad Club of New York’s vice-chairma! 
in charge of clinics of the advertising and selling course com” 
The course, in its 21st year, opens Oct. 9. . . Hugh Kendall Boice, 
v.p. in charge of sales for WQXR, will head the radio division in the 
current drive of the New York Travelers Aid Society to 1ais 
$250,000. TAS advertising comm., of which Boice’s radio grou! 
is a part, is headed by James M. Cecil of Cecil & Presbrey... 

Don Searle, former manager of Station KGO, San Franc 50°, 
now new manager of Blue’s western division, was marrie re- 
cently in Reno, Nev., to Mrs. Dorothy Wilcox Williamson, forme!) 
of Omaha. .. Crosley Corp.’s v.p. George E. Smith has been re 
sented the U. S. Signal corps’ certificate of appreciation “for ub 
standing services ... through his voluntary assistance and adv 
helping to initiate new practices in the office of the chief s)=n# 
officer.” .. 

Arthur L. Thexton, exec. v.p. in charge of advertising and 
chandising of the Clopay Corp., Cincinnati, has been named he 
the men’s div. of the City Charter Commission. . . Lt. Alan }'"* 
USNR, former owner of Alfa Display Co., New York, whic! 
closed in May, ’42, when he entered the Navy, recently retur! 
New York from Iceland. He is now stationed at the amphi 
training base, Coronado, Cal... 

Natt S. Getlin, former ad dir. of the New York Post and bu 
mgr. of the Newark Star-Ledger, who has been in the U.S. on a 
sion for French military headquarters, Algiers, has returned | 
post as chief of mobile | unit operations, Psychological Wa 
Branch. .. 
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You may never have occasion to visit Waynesville, but it’s a wise 
advertiser who makes sure that his sales message gets there reg- 
ularly. Waynesville is the county seat of Pulaski County, the 
center of a prosperous farm area populated by early-rising 
Missouri farmers and landowners. 

To the people of Waynesville and the 117 other county seats 
within KMOX’s primary and secondary areas, the six-year-old 
Country Journal brings world news, farm bulletins, toe-tapping 
Ozark tunes (and messages from KMOX advertisers) each dawn, 
5:00-7:00 A.M., Monday-through-Saturday. 

The Country Journal is carefully scheduled and programmed 
to reach these thousands of farm listeners just before they start 
their morning chores. Opening with a five-minute news summary, 
the show swings through a sequence of lively music, market 
reports, farm information, Department of Agriculture bulletins, 
a late news roundup, and discussion of current farm conditions 
by KMOX Farm Editor Ted Mangner. 

Mangner—new to KMOX —comes to the Country Journal with 
a backlog of experience that includes writing and broadcasting 


2,275 consecutive farm programs...teaching at the University 


We've Got pull tm PuUbasKe avoir cree cooris,r00). . 


of Illinois College of Agriculture...preparing a syndicated farm 
column now used by 38 midwest stations. With extensive contacts in 
state and national agricultural organizations and in farm schools, 
he has at his disposal much exclusive, last-minute farm news. 

A few participations and one or two program segments of the 
Country Journal—including a news period—are currently avail- 
able for sponsorship. If yours is a product or service our midwest 
farmers use—or might use—KMOX, St. Louis’ most-listened-to 


station, points the way to sales success in the Ozarks too. 
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44 
Railroads 


They help make Buffalo the 
country’s second largest ship- 
ping center...and are one of 
the widely diversified indus- 
tries that put Buffalo in the 
foreground as an essential 
market for present and post- 
war sales activities. 
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4 Only Morning and Sunday 
Newspaper in Buffalo 


Can Institute Sets 


$1,500,000 Budget 
fo Combat Glass 


Expands Campaign 
in Magazines, Adds 
Other Media 


BY LAWRENCE M. HUGHES 


New York, Aug. 29.—To fight 
wartime inroads of glass contain- 
ers and to build new markets for 
tomorrow, Can Manufacturers In- 
stitute, New York, will spend 
$1,500,000 in the fiscal year started 
July 1, 1944, or three times as 
much as last year, Gordon E. Cole, 
advertising director, told ApvEer- 
TISING AGE. 

In the last fiscal year, the cam- 
paign ran only in magazines, from 
December, 1943, through June, 
1944, supplemented by publicity 


and direct mail, Mr. Cole said. 


This year, in addition to expand- 
ing and intensifying the magazine 
series, test campaigns are being 
started in radio, direct mail will 
be greatly increased, and wide- 
spread campaigns will get under 
way soon in newspapers, business 
papers and professional papers. 

A research program also is being 
undertaken among retailers for 
their opinions on cans vs. glass for 
products formerly can - packed 
'which are now packed in glass, 
and on which type of package 
they prefer when both become 
| generally available again. 


Feature Products in Cans 


Can Manufacturers Institute is 
supported by more than 50 factors 
in this industry, with the Ameri- 
can and Continental companies 
together putting up more than half 
the total. 

Each ad in each group of media, 
through Benton & Bowles, will 
feature a product flowing from a 
can, with an appropriate industrial 
or agricultural scene above and a 
consumer below. Each will fea- 
ture the line, “. . because No 
Other Container Protects Like a 


Evening News. 


Another reason why 


America's most influential advertising media. 


i, irs: 


THIS IS THE COLLAR 


THEY LIKE To WEAR 


Running for community office is something more than knowing the 
boys at the "hall" .. . because the chips are down... its up to the 
candidate to make every “move™ possible to contact the most 
people . . . most effectively. The "move" no politician neglects in 
the community served by the Newark Evening News is ... the Newark 
Because of its local influence, it commands the 
respect of 200,000 voter-families . . . through its continuous record 


of independent appraisal of, and acquaintance with, local problems. 


the Newark Evening News, the big 
metropolitan paper with the LOCAL community slant, is one of 


NEWARK EVENING NEWS 


Newark, New Jersey 


~ 


Advertising Age, Septembe; 


|Can,” and the four advantages of 
“safety, economy, quality protec- 
tion, and convenience.” 

This year’s magazine series will 
consist of a total of 90 four-color 
pages in 10 publications: Ameri- 
can Home, American Magazine, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Liberty, Look, McCall’s, The 
Saturday Evening Post and True 
Story. Life, used last year, has 
been dropped from the list, Mr. 
Cole said, because the institute 
was unable to get ‘adequate 
space.” Liberty and Look have 
been added. 

The institute’s first newspaper 
campaign will start in September 
and October with four-color pages 
in The American Weekly and 
Parade and Metropolitan Sunday 
Newspapers. Plans call for ex- 
penditure of $1,000,000 this year 
in Magazines and newspapers, 
with about two-thirds of it in 
magazines. 


To Add to Radio 


A test on the Martha Deane five- 
a-week participation program on 
WOR, New York, was started in 
August, and the institute also will 
buy part of the Alfred W. McCann 
program on the same station, be- 
ginning in October. Wider use of 
radio may follow. 

In its first intensive program in 
specialized publications, the insti- 
tute will start on Sept. 25 a series 
of 305 color pages and spreads in 
35 business papers in 13 industries, 
and in October will begin a series 
of 147 black and white pages and 
spreads in 23 educational and pro- 
fessional magazines. Space for the 
business and professional campaign 
will cost about $100,000, and nearly 
$100,000 more will go for produc- 
tion in these media. 

Industries covered in the busi- 
ness paper campaign will be the 
brewery, chemical, coffee, drug and 
cosmetic, fishing, food processing, 
meat packing, packaging, paint, 
scrap and tobacco. 

In addition to direct mail efforts 
to industries, the institute plans a 
special educational campaign by 
mail to home economists, hospitals, 
nurses and public health officials. 


Butler Joins Heagerty 


Bruce Butler, formerly on the 
advertising staff of the Examiner, 
Peterborough, Ont., has joined 
L. J. Heagerty & Associates, To- 
ronto agency, as a junior account 
executive. 


Adopts New Typography 

Effective with the August issue, 
Petroleum Engineer, Dallas, has 
adopted a new type style using 
nine point type and more con- 
densed heads designed to conserve 
25% of space. 
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CARRIES ON—Lorena 
Danker, widow of Danny Danker J. 
Walter Thompson's star-signing Holly. 
wood vice-president who died in July 
has joined JWT in Hollywood to cop. 


Le ghton 


tact stars and studios. Before he, 
marriage, Mrs. Danker was a movie 
actress with Warner Bros. 


Wartime H ealth — 
Week Attracts 
77 Drug Firms 


New York, Aug. 29.—Seventy- 
seven manufacturers will promot 
93 products during National Healt! 
Aid Week, Oct. 6-16, sponsored by 
Drug Topics. In a similar pro- 
gram, for Wartime Health Week 
a year ago, 69 manufacturers pro- 
moted 82 products. 

Individual product pennants 
with a poster and window stream- 
ers, are being sent to each of the 
nation’s 50,000 druggists. Among 
the larger advertisers in this year’s 
program will be American Home 
Products, American Safety Razor 
Sterling Drug, Bristol - Myers 
Coca-Cola, Emerson Drug, Inter- 
national Cellucotton, Andrew Jer- 
gens, Johnson & Johnson, Lambert 
Pharmacal, Lehn & Fink, Mc- 
Kesson & Robbins, Mennen, Nor- 
wich, Noxzema, Pepsodent, Proc- 
ter & Gamble, and Vick. 

Proclamations for the week have 
been signed by governors of 17 
states. 


Seldon to Munsingwear 


J. Winn Seldon, formerly junio 
sales manager and assistant to the 
president of Richmond Dry Goods a 
Company, Richmond, Va., has 
been placed in charge of distribu- 
tion for Munsingwear, Inc., Min- 
neapolis, in the Virginia and West 
Virginia territory. 


ite 
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KRNT, DES MOINES 


THE DES MOINES AUDIENCE FOR 
“| LOVE A MYSTERY ' IS ENLARGED 


When Jack Packard and his cohorts go into action for 
Procter & Gamble, they earn a Des Moines rating nearly 
three times their national Hooper. In fact, 48 CBS com- 
mercial evening shows on KRNT average 27.4% higher 
in Des Moines than nationally (ratings for winter-spring 
No wonder more than 150 national and regional 
advertisers use KRNT in Iowa’s No. 1 market, Des Moines. 
* CBS « A COWLES STATION 


Affiliated with 
Des Moines Register-Tr'' 
Represented by Katz 
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The SUN-TELEGRAPH has been, 
is and ever hopes to be a thorough, 
accurate, solid newspaper serving 


the people of Western Pennsylvania. 


| NEWS 


IN THIS 
enty WAR CRISIS 


ymote 
fealt! 
dy 
ae I—We have preserved the general 


ey character and adequate coverage in 
NEWS and in NEWS pictures, de- 


nants 


spite the war's necessary restriction of 
mong paper and many other materials vital 
Bowe to our production and existence. 
vers 2—To take care of our FIRST obliga- 
 Jer- tion to the reader, we have had to 
at ration advertising space to our good 
Nor- 


customer friends who are using, and 
— are anxious to use, millions of lines of 
si advertising in the Sun-Telegraph's 
magic market place. 


Proc- 


“Please realize that the first duty of newspapermen 
is to get the news and PRINT THE NEWS” 
—WILLIAM RANDOLPH HEARST 


SUPREME 


Our Readers and Advertisers 
UNDERSTAND THIS 


We have more readers daily and Sunday than in our entire 
history. 


Because of our greater circulation growth we have had to 


ration advertising more than our competitors. 


Qur readers are VOLUNTEERS in the best sense of the word. 


Our greater circulation has come to us because WE ARE 
A NEWSPAPER— 


Without premiums! Without contests! Without insurance policies! 


Without circulation "drives"! Without big circulation 


promotional campaigns. 


Our ADVERTISERS, too, are VOLUNTEERS 


They are co-operating with us in reducing their space 


requirements. 


They understand the situation and are not complaining 


or carping. 


They know our method of rationing advertising is the 
simplest and fairest that can be devised. 


They know theirs is a CONTRIBUTION rather than a 
SACRIFICE to the best tradition of Newspaperdom. 


WHEN THE GREAT DAY COMES 
we feel our policy of first protecting the reader, of building that vaster audience of 
VOLUNTEERS, of being on the level with our space buyers in sharing with them 
their space hardships will be justified and th at we will be a GREAT-er NEWSPAPER. 


ES eS. i 


‘ITTSBURGH'S. 


FASTEST 


° GROWING . NEWSPAPER 
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CBS Affiliate 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 


Nat'l Representatives: The Katz Agency, Inc. 


Fly Sees Postwar 
Video in Color 
and Global Chain 


| Chicago, Aug. 30.—Envisaging 
|a postwar radio. service which will 
;embrace AM, FM, television in 
|color and facsimile broadcasting, 
| James Lawrence Fly, chairman of 
| the Federal Communications Com- 
|mission, asked members of the Na- 
tional Association of Broadcasters 
here today to continue the march 
|of progress that began with 
| “static-ridden, squeaky-voiced be- 
|ginnings in 1920.” 

Declaring that the public’s reac- 

| tion to television would have been 
negative if video had _ been 
| “frozen” in 1929, or again in 1939, 
Mr. Fly said, “Today, the televi- 
sion outlook is clearer and more 
hopeful than ever before in his- 
tory. 

“The opening up of the new 
|very high frequencies points the 


eo ersion 


in Pittsburgh 


: Represented by the National Advertising 
» ; Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philedelphia and San Francisco. 


Your No. 1 Post-War Market 


for our seven 


s 


a pay, the last rush order for electric drives 


ocean Navy will be filled. Micarta 


will no longer be needed for soldier's helmets. 


Victory!.. 


.Then thousands of employes of the 


great East Pittsburgh Works of Westinghouse 
will pitch in to meet the huge pent-up peace- 
time demand for the same products which have 
driven home so many nails in the “‘wooden 


kimonos”’ 


of Hirohito and Hitler. Then the 


electrical ‘“‘know-how"’ of Westinghouse sci- 
entists and engineers in the East Pittsburgh 
Research Laboratories again will be working 
round the clock to help make America and all 
the world a brighter, happier, safer place 


to live. 


To Westinghouse employees at East Pitts- 


burgh and 
Chairman A. 


throughout the nation, Board 
W. Robertson recently said, ‘Our 


planning is being done with the aim to keep our 
expanded production capacity occupied after the 
war, so far as possible, so that we can continue to 
provide work for the greatly increased numbers of 


Westinghouse 


To get yo 


people.”” 


ur share of your No. 1 Market, 


use Pittsburgh's No. 1 newspaper. 


LNVo. 


gh Press 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 


Advertising Age, September 4. } 94, 


way to a place on the air for tele- 
‘vision where a moving image tech- 
|nically far superior to any known 
before will be possible, and where 
there will be plenty of room for 
competitive expansion. Color tele- 
vision will give marked improve- 
| ment. 
'and at some reasonably early date 
|eolor television broadcasting will 
|be feasible.” 


| Sees Tele Networks 


| “Postwar television need not be 
| limited to a local station,” he con- 
| tinued, “or, for that matter, to any 
one nation. It is to be hoped that 


feasible to transmit television pro- 
grams among the continents of 
the world.” Transmission, he pre- 
dicted, would be by an “alterna- 
tive’ method of radio highway 
linking television stations into net- 
works, a method less expensive 
and less difficult than by “coaxial 
cables.” 

Pointing out that radio’s 1943 


$196,000,000—an increase of ap- 
proximately 20%—over 1942, Mr. 
Fly cautioned it was due in part 
to the newsprint shortage and the 
present tax ratio, but added, when 
these ‘“‘war-engendered revenues 
are withdrawn, new factors will 
arise to take their place. 

“Countless manufacturers,’ he 
|said, ‘“‘will have to re-educate the 
‘entire public to the use of their 
| products, and they will inevitably 
|turn to radio. Not only will prod- 
ucts long withdrawn from con- 
|sumers because of the war be 
'back, but new products will be 
|marketed, with a resulting neces- 
|sity for advertising them.” 


Hits ‘Dead Hand’ Control 


| Giving as evidence of the ma- 
_turity of broadcasting the appear- 
'ance of second generation broad- 
|casters, Mr. Fly declared there 
|already are minor indications of 
|“efforts to control by the ‘dead 
|hand.’” Asserting that the law 
|“contemplates radio licenses shall 
not be treated as property,” Mr. 
Fly said, “it has _ particularly 
|frowned upon the effort to make 
|the management of a broadcasting 
'station simply another account 
/number in a bank or a trust com- 


political broadcasting, Mr. 
| Fly said, there was more involved 
'than “impartiality” in the use of 
|air time. “It goes without saying,” 
|he asserted, “that there is an af- 
| firmative duty to practice as rigor- 
|ous fairness with respect to organ- 
|izations as with repect 
| candidates themselves.” 

That the motion picture inter- 
ests may “cut across the bow of 
television network broadcasting” 
| was foreseen by Mr. Fly. “It is 
| wholly feasible to project televi- 
sion pictures on a motion picture 
‘screen,’ he said. ‘Moreover, the 
record or transcription of the local 
; television station is likely to be 
|}a motion picture reel, shipped in 
| from a distance.” 


| Mr. Fly declared the future of | 


| FM seems assured. Manufactur- 
ers, he said, estimate that 5,000,000 
|receivers annually will be mar- 
/keted during the four years imme- 
|diately following resumption of 
| civilian production. 


‘Appoints Basford 

| Corbin Cabinet Lock Company, 
|New Britain, Conn., division of 
|/American Hardware Corporation, 
has placed its account with G. M. 
Basford Company, New York. 
Donald H. Hutchings has been 


appointed assistant sales manager, | 


and Gunnard E. Swanson, mid-At- 
lantic sales manager of the Corbin 
company. 


for NEW POST-WAR HOMES 


ARCHITECTURAL MEN WILL 
DO THE SPECIFYING 


For greatest coverage use 


Pencil Points 


The Magorine of Architecture 


It is in the making now | 


in the course of years it may be}! 


revenues had increased to nearly | 


to the) 


Filene’s Stages 
First Commerci] 
Helicopter Flig/:: 


Boston, Aug. 29.—The firs! 
mercial flight by a helicopt. 
staged tonight by Wm. Fil« & 
| Sons, department store whic) ; 
|plied to the Civil Aeronautic. 
Board for helicopter air ites 
last Oct. 22. 

A helicopter made by the ! 
nautical Products, Inc., Detroit 
|took off from Filene’s Cambridg; 
warehouse about 7 p. m., and fle 
to Filene’s Belmont shop 


package containing the “Helic pte 
Dress of Tomorrow,” a frock de- 
signed for the occasion by Clairs 
McCardell, 


winner of the 1943 
American Fashion Critics Award 
The NX-1270, a preview of post- 
war helicopters, descended on the 
macadam parking lot in the rea, 
'of the branch shop in Belmont 
about four miles from the startin; 
| point. 
| A marker was placed at the 
spot where the first helicopter de- 
| livery was made and then the as- 
isembled crowd of department 
store officials, members of aero- 
| nautical groups and guests viewed 
'a brief show of historical fashions 
|and the “Helicopter Dress of To- 
|morrow,” and took part in a war 
|bond auction of hard-to-get items 
| For every purchaser of a $500 war 
| bond, Aeronautical Products guar- 
|anteed a postwar ride in a heli- 
‘copter, turning over to the bond 
| buyer a certificate of membershi; 
in the Helicopter club with whic! 
the ride can be redeemed. 

John C. Dowd, Inc., Boston 
| agency, handled the promotion. 


Product Designers Formed 

| Product Designers, an organiza- 
ition of industrial designers and 
engineers, has been formed as : 
| division of the Johnson Fare Box 
|Company, with offices at 230 N 
| Michigan Ave., Chicago. Principals 
lof the company are W. C. Nichols 
and Joseph Palma Jr., who for- 
merly operated as Nichols & 
| Palma. 


Seeks Dealers’ Help 


Armstrong Cork Company, floor 
| division, Lancaster, Pa., has issued 
'a questionnaire to 30,000 retail 
|merchants handling its line of 
|floor coverings with pertinent 
questions designed to help Arm- 
strong form its postwar merchan- 
dising and manufacturing plans 


Appoints Deibler 

| Radio-Craft, New York, has ap- 
pointed Robert H. Deibler & Asso- 
ciates, Los Angeles, as Paci! 
Coast representative. 


Eisenmenger to D-F-S 

E. J. Eisenmenger, for 14 years 
studio engineer with Nati<« 
Broadcasting Company, Cnicag' 
|has joined Dancer - Fitzge! 
Sample, Chicago, to handle 
agement and technical directiv: 
its recording studio. 


500,000 


KAUFMANN & FABR 
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TELL ALBERT DELACORTE HOW TO 
EDIT MODERN SCREEN FOR THE Mu 


N 
quastte, wa Wrne 1, 2,9 
7 
oo Py 


e A DELL MAGAZINE @ 


DLL 


A DELL MAGAZINE @ 


e A DELL MAGAZINE 


NAIRE 


N ODERN SCREEN is edited by its readers! 

... Each month Modern Screen con- 
tains a questionnaire, inviting readers to 
state their current movie star preference. 
Stars leading in this poll become the editorial 
subjects of the next issue of Modern Screen. 


This simple technique also establishes the 
editorial ‘“feel’’ of Modern Screen. It selects 
stars whose screen personalities consistently 
appeal to women with externally motivated 
imaginations. It picks friendly, homey stars 
—people who might well step out of homes 
down the street froma Modern Screen reader. 


Similar polls have set the editorial writing 
approach used in Modern Screen. Its ex- 
ternally motivated readers do not want 
Hollywood high life and scandal. They want 
stories of the simple lives of the stars, with 


Quesr 


QUESTIONNAIRE 
als tcaer adic mar 


Whee meres ond tesnen, 
the settes 


eh Wee te 


Meteben Red ‘From Somasres 
The Rout Bab | thom badd) 


er ot weetrven, b. 
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Bh bow 


action, anecdotes and dialogue —and plenty 
of photos of home and family life. 


By correctly attuning its editorial content 
to the reading taste of the ‘“‘Forgotten 50%” 
—the fifty per cent of American women 
whose externally motivated imaginations 
cause them to find service magazines unin- 
teresting— Modern Screen has built the 
largest sale of any screen magazine in the 
world. By opening up this vast new market 
for itself—a market practically unreached by 
service magazines— Modern Screen has like- 
wise opened up an immensely profitable and 
little cultivated market for makers of wo- 
men’s apparel, foods, housewares and ap- 
pliances, automobiles and radios. 


DELL PUBLISHING COMPANY, INC. 
149 Madison Avenue, New York 16 


WORLD’S LARGEST PUBLISHER OF MASS MAGAZINES AND BOOKS 


'OwNAIRG 


INIZVIVW 1130 V 


ODERN 
AGAZINES 
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THE ONLY WOMEN’S GROUP WITH 
2 MAGAZINES OF OVER 1,000,000 COPIES EACH 
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Botsford Agency Named 


Fosters Lunch Systems, San 
Francisco, has appointed the San 
Francisco office of Botsford, Con- 


stantine & Gardner to handle its| 


advertising. 


Heads Public Relations 


Rudolf W. Staud, advertising 
and sales promotion manager of 
Benjamin Electric Mfg. Company, 
Des Plaines, Ill., has been named 
director of public relations. 


| 
| 


| 


| Chicago, Aug. 29.—The sound- 
|ness of the American system of 


NAB Prexy Says 
American System — 


|all of these undertakings. 


of Radio Proved 


somely and effectively supported 
by every radio station in the coun- 
try, member or non-member alike. 
I take this opportunity to thank 
the broadcasting stations, on be- 
half of the NAB, for the tremen- 
dous support they have given in 


“These campaigns have covered 
recruitments for all branches of 
the armed forces, such as marine 
officers, glider pilots, coast guards- 
men, Army-Navy nurses, Signal 
Corps personnel, Army special- 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


‘Harold Ryan, president of the|combat pilots, 
‘National Association of Broad-| drives; donors; 
casters, said today at the opening |C@mpaigns as 


meeting at the Palmer House. onin 

Asserting that the association’s | OPA activities, 
| first concern, as that of its member 
| stations, has been directed toward 


“In all campaigns conducted by| work to judge 


broadcasting has been proved by | ists; recruitments for civil serv- 
jits results during the war, J.|ices, such as war workers, non- 


etc.; war bond 
such informative 
those revolving 


session of the 22nd annual NAB/| around railroad travel, V-Mail, 
'shoe rationing and other forms of 


etc. 


Cites Scope of Work 


ithe furtherance of the efforts of “It is difficult even for those 
|America at war, Mr. Ryan said,|who have been engaged in this 


really adequately 


the government, whether through | its tremendous scope. It has been 
'the War and Navy Departments | estimated that from the beginning 
jor through other governmental) of the war to Jan. 1, 1944, broad- 
|agencies, the association has been | casting has furnished over 54,000,- 
active in suggesting, handling and/|000,000 listener-impressions. di- 
directing the radio part of these| rected to the war effort. On the 
campaigns and has been hand-/|basis of the above estimate this 


WHAT DOES THIS SYMBOL MEAN 
to our Readers and Advertisers? 


What it is 


The Associated Business Papers is a national association of business publi- 
cations devoted to increasing their usefulness to their subscribers and 
helping advertisers get a bigger return on their investment. 


How the Reader Benefits 


Through the Constant oe of editorial and publishing ideas with 
fellow ABP members, each individual editor and publisher is able to give 
his readers the benefit of the best experience in publishing. 


One interesting result of this cooperative affiliation has been a program, 
sponsored by ABP publishers, wherein they work with advertisers to help 
them make their messages more informative and useful to business maga- 
zine readers. American Builder, as an active participant, has interviewed 
many of its readers to find out from Builders and Dealers themselves what 
some of their problems are that indicate opportunities for manufacturers 
who know something that will help. 


How the Advertiser Benefits 


The more helpful a business publication is to its readers—the more avid 
and constant its readership; hence, the more assurance the advertiser has 
that his message, if as helpful and informative as the editorial pages, will 
be read, understood and acted upon. Advertising can be more interesting 
and useful to readers because it can talk more specifically of user benefits 
than is generally possible in editorial material. 


A number of our advertisers have expressed great interest in applying 
specifically to the building field some of the “Tell All’* principles 
brought out in ABP’s crusade to help advertisers get more worthwhile 
results from business paper advertising. 


To dig up material that might reveal angles of interest to advertisers, we 
employed a Field Reporter to call on Builders and Dealers. He is specially 
trained by ABP in the art of “drawing out’’ readers. His field reports are 
being passed along to manufacturers with the thought that this first-hand, 
up-to-the-minute picture of reader problems and viewpoints might reveal 
opportunities for them to step up the interest and usefulness of their 
advertising. We believe that the manufacturers of building materials 
and equipment who do this will get a aged value for their money. 
Furthermore, it will make American Builder more interesting and valu- 
able to the readers. 


And what does American Builder get out of it? 


These benefits of ABP membership help us build a better business publi- 
cation for our special group of “fan” readers, hence a better vehicle for 
the messages of manufacturers who have something of interest to say to 
those same readers. It's a matter of record that fruitful advertising usually 
means more advertising. And that means more income with which to 
improve our publishing business. 

*Definition of “Tell All” Advertising: Each and every advertisement should be 
piven a specific and sufficient objective and should tell all that the business minded 
Gusinese paper reader must know before the advertisement can attain that objective. 


AMERICAN 


a S)MMONS BO 


Chicago 3, Illinois: 105 West Adams St. e New York 7, N. Y.: 30 Church St. 

Cleveland 13, Ohio: Terminal Tower e Ann Arbor, Mich.: 1080 Stein Road 

Washington 4, D.C.: 832 National Press Building @ Seattle |, Wash.: 1038 Henry Building 

San Francisco 4, Calif.: 300 Montgomery St @ Los Angeles 14, Calif.: 530 West 6th St. 
Dallas, Texas: P.O. Box 1808 


Advertising Age, September 944 


GAVELLER—John H. Ryan, president 
of the National Association of Broad- 
casters, presides at a session of the 
broadcasters’ war conference in Chi- 


caco. 


figure means that some message 
relating to the war has been 
brought home over 400 times to 
the average man, woman and 
child in this country—an accom- 
plishment of truly gigantic pro- 
portions. 

“As might be expected from the 
foregoing account, the monetary 
value of the time dedicated to the 
furtherance of war measures by 
both advertisers and networks, 
and radio stations themselves, has 
been enormous. Conservatively 
figured, the value of this contri- 
bution for the year 1943 alone 
reached the formidable figure of 
$202,000,000.” 

Declaring that these things were 
done merely as “our duty,” Mr. 
Ryan went on to say, that never- 
theless, “As we look on the results 
we are overcome with a sense of 
humility that this modern method 
of mass communication, whose 
steps we guide, has been chosen 
for this historic place in this great 
struggle and has acquitted itself 
so well. The result has been 
further proof of the soundness of 
what we know as the American 
system of broadcasting. This 
whole experience has given us a 
new insight into the meaning of 
those three mystic symbols, ‘pub- 
lic interest, convenience and 
necessity.’ ” 


Rose Heads Ilg Branch 


Ilg Electric Ventilating Com- 
pany, Chicago, has moved its San 
Francisco branch office to larger 
headquarters at 55 New Mont- 
gomery St. James S. Rose, for- 
merly supervisory methods engi- 
neer for Curtiss-Wright, Buffalo, 
has been appointed manager of 
the branch. 


/GREENSBORO 


| 
| 


~_ 


MARKET IN THESE TWO 
PROSPEROUS STATES 

There are ten important cities 
in the Carolinas—and statis- 


tics show that Greensboro's 
growing ABC and Retail Zones 
offer a good 45% coverage of 
potential sales and population 
in the responsive market 

Pridefully, this Greensboro area 
points up the fact that it is 
an easy “‘2nd"’ in all vital ways 
in the two Carolinas Morn- 
ing, evening and Sunday this 


2nd Market can be reached 
with The News and Record 
In this connection it should 1} 
kept in mind that the ten 
cities represent 85% of the to- 
tal two-state advertiser-matr 


JANN & KELLEY, INC. 
National Representatives 


_ 


FMBI Asks Spc -. 
tor Inter-Statio: 


Program Relay 


Chicago, Aug. 29.—A re ‘ 
calling attention of the F< nd 
radio industry to the nee fp, 
space in the radio spect to 
relay FM _ broadcast procram. 
among stations was adopted yes_ 
terday at a meeting of the | jar 
of directors of FM Broadec::ters. 
Inc. 

Recent allocations reports 
Interdepartment Radio Ady jsory 
Committee and the State Depart- 
ment have recommended spectrum 


space for FM broadcasting ang 
studio-transmitter links, but failed 
to provide for inter-station relays 


the board pointed out. The FCC 
has scheduled allocations hearings 
to gather information on spectrum 
needs, starting in Washineton 
Sept. 28, and the FMBI board dis- 
cussed preparations for represen- 
tation at these hearings. 

In response to a request from 
the National Association of Broad- 
casters asking that an FMBI dele- 
gate meet with the NAB board to 
discuss inter-association coopera- 
tion, the FM broadcasters named 
President Walter J. Damm to meet 
with NAB President Harold Ryan. 

C. M. Jansky Jr., engineering 
counsel, reported on activities of 
the Radio Technical Planning 
Board. The board decided to 
endorse the RTPB Panel 5 (FM) 
report in full, and Panel 6 (tele- 
vision) in so far as it is not in 
conflict with the Panel 5 report. 

Twenty-three new members 
were admitted, bringing the total 
FMBI membership to 137. New 
members include: Atlantic Coast 
Broadcasting Company, Charles- 
ton, S. C.; Banks of the Wabash, 
Inc., Terre Haute, Ind.; Beckley 
Newspapers, Inc., Beckley, W. 
Va.; A. H. Belo Corporation, 
Dallas, Tex.; Consolidated Broad- 
casting Corporation, Long Beach, 
Cal.; Gannett Publishing Com- 
pany, Portland, Me.; The Gazette 
Company, Cedar Rapids, Ia.; Hart- 
ford Times, Hartford, Conn.; Har- 
vey Radio Laboratories, Cam- 
bridge, Mass.; James F. Hopkins, 
Detroit, Mich.; Rhea Howard, 
Wichita Falls, Tex.; William Penn 
Broadcasting Company, Philadel- 
phia; Peoria Broadcasting Com- 
pany, Peoria, Ill.; A. A. Schechter 
New York; Susquehanna Broad- 
casting Company, York, Pa 
Times-Picayune Publishing Com- 
pany, New Orleans; WCBS, Inc., 
Springfield, Ill.; WIBX, Inc., Utica, 
N. Y.; WPTF Radio Company, 
Raleigh, N. C.; Times Herald Com- 
pany, Port Huron, Mich.; West 
Virginia Radio Corporation, Mor- 
gantown, W. Va.; Indiana Univer- 
sity, Bloomington, Ind., and West- 
ern Michigan College of Education, 
Kalamazoo, Mich. 


Mathes’ Son Missing 
Ensign J. M. Mathes Jr., son of 
the president of J. M. Mathes, Inc., 
New York, and a member of the 
agency’s staff since his graduation 


| from Dartmouth in 1939, has been 


reported missing in action. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated® the 
7th test market in the U.S 
—2nd in New England. With 
a minimum cost you vach 


urban and suburban popule 
tion. 


*Independent Survey of Providence 
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Party, in its platform adopted at 
FDR and Dewey | Chicago last June, stands for free- | Heads Grove Exports 


Send Messages 
to NAB Parley 


Chicago, Aug. 29. — President 
wosevelt and the Republican 
residential candidate, Thomas E. 
Ne , praised the wartime role 
? » in letters dispatched to 
\B conference which con- 
1ere today at the Palmer 


2] 
n 


Roosevelt said: “I send my 
y greetings to the executives 


| form I heartily endorse. 
conference, 


war 


|dom of radio. 
“That plank in my party’s plat- | Grove Laboratories, St. Louis, will 
|devote full time in the future to 
Grove’s expanding export depart- 
let me salute you of/| ment. 
the radio industry for your valiant 
equally 
valiant fight against those in our 
midst who would subordinate | 
American radio to federal wish, 
and for the part I know you will 
play in the future in the estab- | to become farm director 
Hi : lishment of a truly great, 
: peacetime America.” 


“On the occasion of your 


service, for your 


war | 


Harry Sander, 


duction and export manager 


‘Merrifield Appointed 
John Merrifield, 
of Station WHAS, Louisville, 


| committee. 


for 10 years pro- 


been granted a leave of absence 
of the 
new, | radio division, Democratic national | 


| 


farm director | 


| Stein, Hall Elects 


Edwin 
president since 1942 
& Co., 


Stein, executive vice- 


New York, starch, gum and | 


| dent 
of Stein, Hall 
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and dis- 
been elected presi- 
and Arthur L. Strasser be- 
comes chairman of the board, a 
position Mr. Hall also held. 


dextrine manufacturer 
tributor, has 


i 


STE 


SOUND! | 


and 


i» ROSS 


| ern 


goin! SOLID’ | 
SOLD! 


Special Editions, sections, pages are sold solid 


Survey at your request! 


EVENS 


soundly on an insured program. Free 


PORTSMOUTH, NEW HAMPSHIRE 


radio broadcasting industry 
vho are conferring in Chicago on 
the wartime functions of broad- 
casting and on postwar plans. Cer- 
sainiy, broadcasting is to be con-| 
vatulated on its contributions to 
‘he winning of the war, and Ij 
know that you will not diminish | 
vour efforts even in the slightest | 
degree until the final victory is 
ours 

“Careful planning, too, will in- 
sure a future for broadcasting as 
bright as its past has been dis- 
tinguished. Out of this war have 
come technical improvements, now 
being utilized by the armed forces, 
which will most favorably affect 
the peacetime broadcasting of the 
future. FM, television and fac- 
simile broadcasting offer great 
elds for developments which will 
enable your industry not merely | 
to hold its own during the period 
of conversion and demobilization, 
but rather to expand and flourish. 
| confidently trust that you will 
plan soundly for the maintenance | 

all broadcast services on a| 
vlane which will be beneficial to | 
the public and successful for the 
industry.” 


Endorses ‘Freedom’ Plank 


Mr. Dewey, in his letter 
before the conference, said: 
“American broadcasters in war | 
onference in Chicago may, with | 
full justification, look with pride | 
upon the part they are playing in | 
the winning of the war which now | 


read | 


enga ges us, 
“From the commentator who 
speaks with mental caution into | 


s microphone while under fire 
on the battle fields of France, to 
the hardheaded salesman who, 
ells his clients a war bond ap- 
peal announcement instead of a | 
egular commercial appeal, you 
ive all held the industry’s high 
rd. 
“Your war service has. been) 
given under the banner of free | 
dio and radio in America must | 
be free of unnecessary 
governmental domination, particu- 
larly your industry must be free 
administration interference so | 
lat you may carry out the} 
modern form of the _ traditional 
town meeting. Just as _ political 
lestions of the early days were 
settled at town meetings, so the | 
il questions of today must | 
ive full discussion on the air. 
“To that end, the Republican 
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Team Play that Scores High... 


fan 


ok 
Yank ships get real 


Russian servicing 


these days, pointing 


them for the mighty missions 


that Yanks now execute from Russian 


bases round 


the clock. Ancient barriers 


of race break down fast, when the youth 


of two great nations toil and fight “wing 


Pe ” 
to wing 


for the future of the civilized 


world. Such team play is unbeatable. 


These days, too, there is a constant oppor- 


tunity on the home front to pitch in and 
help save every scrap of paper. Inter- 
national Paper Company is continuing to 
do everything in its power to solve the 
problems in paper manufacture and 
supply. 


BACK THE INVASION WITH BONDS 


* SAVE ALL SCRAP PAPER x 


Intemational 


220 E. 


PAPER COMPANY 


42nd ST., NEW YORK 17, N.Y. 
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Bush Reopens Agen | . | 
Richard hg aes sagt as | Craven Outlines 


manager of the Los Angeles office 
of Botsford, Constantine & Gard- 


ner and is veopening the Richard DOgtwar Problems 


oo ago Ry i Tex., | _ 
where he was locate efore join- 
ing BCG. of Radio Industry 


Chicago, Aug. 29.—Urging the 
'radio industry to be ready imme- 
|diately to offer postwar the serv- 
|ices war-improved electronics will 
|make available to it, T. A. M. 
Craven, vice-president of the Iowa 
| Broadcasting Company and former 


LOOK IT UP in 
the MARKET DATA BOOK! 


|for members of the National Asso- 
'ciation of Broadcasters meeting 
here the factors involved in their 
decisions. 

Declaring that technical devel- 
opments of this war will have a 
profound effect upon the entire 
industry, Mr. Craven said: 

“Immediately after the war, the 
* radio ogee will ag Py oc heeharne 

with the possibilities of frequency 

CONSUMER MARKETS EDITION Sandidiation broadcasting, televi- 
* sion broadcasting, facsimile broad- 

BUSINESS PUBLICATIONS EDITION casting, television theater service, 
aS __._ 4| radio newsprint services and net- 


'FCC commissioner, today outlined | 


work linking by radio instead of 
land line. While many of us as- 
sume that the technical aspects of 
each of these branches of radio 


service will be developed ulti- | 


mately to the point of practical 
application in service to the pub- 
lic, many of us do not know today 
what the technical form of these 
future services will be. Conse- 
quently, one must confine any 
estimate of the general situation 
to principles rather than details.” 


Five Groups Involved 


He asserted that at least five 
groups are involved in the deci- 
sions which must be made: (1) 
The public—will it purchase re- 
ceivers in sufficient quantities to 
justify the advertiser and others 
in supporting the new radio broad- 
casting structure? (2) The radio 
manufacturers—will the sets they 
place on the market have receiv- 
ers of standard design in sufficient 
quantities at prices which are 
attractive to the public? (3) The 
broadcaster—will he employ the 
personnel and will he purchase, 
install and operate the necessary 
equipment to provide the new 
service to the public? (4) The 
advertiser—will business men and 


A CIRCULATION BONUS 
IN THE MAKING. 


1 See these two in a huddle... an Industrial Dis- 
tributor with one of his salesmen. They’re mapping 
out every move of the salesman’s next trip. Figuring 
out just what plants he’ll visit... just what men he’ll 
see to get orders... just what men he'll see to build 
business for the future! 


than 1200 other 


FOR YOU 


4 Guided by the monthly reports of this and more 


industrial distributors’ salesmen, 


MILL & FACTORY is able to control circulation so 
that you get a good “hearing” from executives en- 


gaged in post-war planning as well as a preferred 
“hearing” from the men doing most of industry’s spec- 


2 The first executive this distributors’ salesman 
sees, of course, when he goes into a plant is the man 
that’s most important to him, and to you, from the 
standpoint of immediate orders...the man in charge 
of today’s buying. But the business-wise distributors’ 
salesman doesn’t stop there! 


ifying and buying right now. 


5 Two birds with a single stone! That’s the bonus | 


you get when you advertise in MILL & FACTORY 


circulation, 


= — oe | oe 


3 He also makes a point of seeing and knowing the 
men that are important to him, and to you, in terms 
of the future...the men writing the specifications on 
which tomorrow’s buying will be based. And right 
here is where the circulation bonus for MILL & 
FACTORY advertisers comes in! 


— the magazine that uses industrial distributors’ sales- 
men, instead of canvassers, to build and maintain 


Conover-Mast Corporation — 205 East 42nd St, 
New York, 17; 333 North Michigan Ave., Chicago, 1; 
Leader Building, Cleveland, 14. Duncan A, Scott & 
Co., West Coast Representative, Mills Building, San 
Francisco, 4; Pershing Sq. Building, Los Angeles, 13. 


A CONOVER-MAST PUBLICATION 


Advertising Age, September 944 


| 
| 
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BETWEEN SESSIONS—At the NAB 
conference are, left to right, R. K. 
Lindsley, KFBI, Wichita, Kan.; Virginia 
Janik, representing ‘The Blue Beetle" 
radio program; Harold Meyer, WSRR, 
Stamford, Conn.; and W. G. McBride, 
WDBO, Orlando, Fla. 


others want to pay enough to 
enable the broadcaster to render 


to the public? (5) The govern- 
ment—will it recognize the eco- 
nomics of the situation in such a 
Manner as to encourage private 
industry to apply these new tech- 
nical developments in a practical 
manner? 

Taking up these questions, Mr. 

Craven declared: “If the pur- 
chasing power is good, the public 
will purchase receivers provided 
there is a service to be received. 
If the new service is good, from 
every standpoint, the public will 
|be completely justified in invest- 
|ing its money in new radio re- 
| ceivers. ‘ 
| “The radio manufacturer will 
possess the ‘know-how’ to convert 
the new war inventions into prac- 
tical broadcast transmitting and 
receiving apparatus. The radio 
|manufacturer will possess more 
'than adequate facilities to produce 
this equipment in large volume. 
Moreover, competition among 
;manufacturers will be _ intense. 
Hence, we need not fear exorbi- 
tant prices for equipment.” 
The broadcaster will either 
;modernize his facilities or “will 
| cease to broadcast to the public in 
| the future,” he continued. 


Sees Advertisers’ Support 


| “Everyone familiar with 
today realizes that when the new 
radio has earned general public 
acceptance in the form of ‘listen- 
ing-reading-or-looking’ in suffi- 
cient numbers of population to in- 
sure a return on the advertising 
dollar, that dollar will be forth- 
coming into the treasury of the 
radio industry. In other words, 
when sufficient numbers of mod- 
|ern transmitters are linked to- 
gether to render service on a na- 
tional as well as on a regional 
and local scale with program serv- 
|ices which meet with public ap- 

proval, the advertiser will support 
| the new radio. . . 


“Not only do I believe that the | 


| Federal Communications Commis- 
| sion 


| will have to give proper and ade- 
| quate consideration to basic laws. 


new services which are acceptable | 


radio | 


realizes what the problems | 
are but also I am convinced they | 


| I am certain the Commis; 
|perform its duty by enc 
| the industry to provide t} 
with a modernized broade: 


| Apply for FM 


‘Permits, Blue 


Affiliates Told 


| Chicago, Aug. 29.—Immedia; 
applications for FM permit lac. 
jing of orders with FM equipmen: 
| manufacturers to assure privritic 
|and use of the Blue Networ\: pro. 
|gram schedule once the new sta. 


|tions have been established, we,, 
urged on the network’s affiliat 
| station managers and Owners he 
| yesterday. 


| At a meeting which precede, 
|opening of the NAB wartime cop. 
ference, Mark Woods, Blue Net. 
| work president, urged all of the 
195 Blue affiliated stations to ge 
in on the ground floor of FM. }; 
estimated that four years afte, 
conclusion of the war, there wi] 
be some 20,000,000 FM sets ; 
operation throughout the nation. 

Replacement of FM radio oye; 
|AM will be gradual, Mr. Wood 
|said, and an almost complet 
change-over can be expected jp 
from five to 10 years. 

The Blue’s president said Fy 
| transmitter licenses are on file fo; 
|New York, Chicago and Los An- 
|geles stations, and petition for a 
license in San Francisco will be 
|/made next week. 

The meeting of Blue affiliated 
stations was presided over by 
Keith Kiggins, vice-president jy 
charge of stations, who introduced 
recent additions to the network 
executive staff, including Chest 
LaRoche, chairman of the execu- 
tive committee, and Lt. Col. Rob- 
ert Kintner, vice - president 
charge of public service and pub- 
lic relations. 

Awards to 13 stations for out- 
standing promotion of Blue Net- 
| work programs also were an- 
nounced by Mr. Kiggins. 


Heads ‘Automotive News 

Bernard J. Wemhoff, managing 
editor of Automotive News, De- 
| troit, has been elected editor, suc- 


| ceeding the late Chris Sinsabaugl! 
Robert M. Finlay, associate edito! 
of the publication, has been named 
menaging editor. 


| 


| We can't ip larger space 
which to tell a most importar 


story —’’Meet Your Con 


tor-Builder Customer.'"** 

i nd for a sopy ° 
booklet, just off the press, 
ask your advertising ag 
about it. : ys 


Parser 
about, 


al 


PRACTICAL BUILDER 


5 


\ 
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: 
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”; You bet, 
My there's something new 
\ under The Sun! 


It’s this: The Sun, newest of Chicago newspaj rs, 
offers advertisers a new and highly respor ve 


market. Advertisers now find a new news) )< 
“buy” in Chicago, for — 


— You need The Sun in any newspaper com! \4 


tion to cover 


Chicago completely, econc 


cally and efficiently. 


—With The Sun alone you can buy a trer 
dous impact against America’s No. 2 me et 
with a relatively small expenditure. 


THE CHICAGO SUI 


400 W. Madison St., Chicago - 


250 Park Ave., Ne 10" 


National Representatives: THE BRANHAM COMP’ 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Ps 4Y* 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los : 

Memphis, St. Louis, San Francisco 
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All-Out Campaign 
by NBC for Its 


‘Parade of Stars’ 


Chicago, Aug. 29.—A hard hit- 
sno year ‘round promotion, for 
“third Parade of Stars, using 
k programs, motion picture 
; live and transcribed an- 
ements, mewspapers and a 
hensive kit of advertising 
matt is, was unveiled yesterday 
+ 9 preview for station represen- 
here at the Palmer House. 
\iore complete in scope than 
nytning heretofore done for its 
ynual star parade, it is designed 
“tg ceep NBC the network with 
st nine out of 10 programs.” 


the z : 

peverberations were audible with 
, threat this coming year from 
CBS, which is said to be “going 


town with Sunday night pro- 
cramming and over-all promo- 
“Details of the NBC promotion 
eleased by Niles Trammell, 
ent, William S. Hedges, vice- 
president in charge of stations, 
and Charles Hammond, director of 
dvertising. The campaign is 
ased on formulae developed dur- 
the past two years, with addi- 
ion suggestions from station 
man: gement. 


Affiliates’ Support Asked 


Asking for the affiliates’ whole- 
hearted support of the program, 
Mr. Trammell said, “We have a 
little problem this year of main- 
taining the number one position. 
We've got the material—we’ve got 
the shows—but you are the bottle- 
neck. Use the promotional mate- 
rial and you will maintain your 
eadership.” 

He stressed the improved pro- 
sramming NBC will offer this 
year, with the addition of “‘Duffy’s 
Tavern,” the Rudy Vallee show 
and a new Dinah Shore program 
into which the advertiser is put- 
ting $15,000 weekly with instruc- 
tions that it “must be in the first 
10 by Christmas time.” 

For the Parade of Stars, an en- 
tirely new medium in radio pro- 
motion, motion picture trailers, 
was emphasized by Mr. Hammond. 
The trailers, he pointed out, are 
composed of scenes taken from 
motion picture productions in 
which top NBC name talent has 
ippeared, and the campaign is 
‘eyed to run these trailers in a 
minimum of 117 cities where NBC 
filiated stations are located. A 
guaranteed minimum figure of 7,- 
200,000 weekly, was given as the 
number of persons who would see 
the trailers, which will be shown 
n some 905 theaters. NBC, he 
sserted, will pay the entire cost. 

On Sept. 19 and 26, NBC will 


PROMOTIONAL 
OPPORTUNITIES 


at 


WESTINGHOUSE 


We are interested in men 
lor promotion work to in- 
dustrial markets. Technical 
vackground preferred. We 
also have openings for men 

th broad marketing and 
)romotional experience. 


ase state full details — 
cational background, 
erience, salary expected 
| references. Address 
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Ayer Promotes Slifer | Joins Warwick & Legler 

Kenneth W. Slifer has been John Hiram McKee has joined 
advanced as associate director of | the radio department of Warwick 
the copy department of N. W.|& Legler, New York. pro- 
Ayer & Son, Inc., Philadelphia. ducer. 


stage two. special coast-to-coast | taken by the station. 
half-hour programs for the| NBC affiliates already have re- 
Parade of Stars, while an NBC/ ceived the Parade of Stars Band- 
daytime variety show, “Finders|box, a _ collection of promotion 
Keepers,” will be devoted to the| material covering every commer- 
promotion. |cial program on the network. Also 
In addition, 245,850 lines of ad-|in preparation, and due for release | 
vertising will appear in 60 days|shortly, is additional promotional 
in 33 newspapers in New York,| material covering: NBC’s public 
Chicago, Cleveland, Denver, San/service and_ sustaining features. | 
Francisco, Washington, D. C., and|The Bandbox contains 65,000 re- | 
Hollywood, and posters, window corded spot announcements, 27,000 | 
displays, mats for day and eve- | publicity releases and photographs, 
ning newspapers wil be sent to | 45,000 live announcement scripts | 
each station. Extensive advertis-| and 15,000 newspaper and picture | 
ing is also expected to be under-| mats, it was revealed. | 


as a 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROAGWAY 
WEW YORK 7. N.Y 


stinghouse Electric & 

Company, Twelfth 
or, First National Bank 
lding, Pittsburgh 30, |) 


-estinghouse 


OFFICES 
EVERY- 
WHERE 


ing 


Where do people get most of their information? Ask the question 
in terms of war and peace, of the vast range of great issues that are 
remolding the world. Or ask it in the intimate, thoroughly local 


terms of life at home in a nation at war. Either way, 


the answer is unmistakably the same. 


Never before have so many millions of people relied 


fn 


= An so heavily on their newspapers for what they want 
3 Yr to know...for the living, enduring impressions that 
come only from the printed word and map and picture 
..-for the full understanding of great issues that comes 
only from reading and re-reading fact and argument and 
background...and for the knowledge of hometown happenings 


that forms so vital a part of their personal pattern of life. Never 


have newspapers been read more eagerly or more thoroughly. 


That’s why the newspaper today packs so much power as 
a medium for informative advertising. That’s why your 
advertising, whatever your problem today, can accomplish 


so much more when you concentrate it in new spapers. 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., s published by the Huntington, West Virginia Newspapers in the interest of all newspapers 
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|company, Jacob Ruppert Brewer,| with War Food Administration’s 
eta. Ruppert to Salvage New York, has begun operation of | program to recover large quanti- 
rt Beer By-Products a New York plant for reclaiming|ties of valuable brewers’ yeast, 
sain In cooperation with Sperti, Inc.,| valuable beer by-products. Estab- formerly wasted, which contains 
— Cincinnati scientific processing | lishment of this plant is in line| proteins and B- complex vitamins. 
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One Market...200, 000 Pop.! 


Just as the fingers join onto the hand to form one unit, Rock Island, Mo- 
line and Davenport are joined together, forming one big market . . . larger 
than Nashville, Des Moines, or Grand Rapids! Tri-Cities is a sales leader, 
too... here families spend 23% more than the average . . . factory payrolls 
total nearly a BILLION dollars annually. Postwar outlook is excellent 
because 90% of its industries are based on peacetime products .. . “The 
Farm Machinery Capital”. 


Nearly 60°, of the Tri-Cities population is on the Illinois side, fully 
covered WITHOUT DUPLICATION by Rock Island Argus and Moline 
Dispatch. 


rf 100°%, of this prosperous market is blanketed by WHBF. 


MOLINE DAILY _DISPATC He 
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ROCK ISLAND ARGUS | 


MOLINE DISPATCH 
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Furniture Guild 
Plan for Postwar 


Era Now Complete 


Grand Rapids, Mich., Aug. 29.— 
A comprehensive postwar plan for 
the furniture industry, embracing 
production, advertising and mer- 
chandising, has just been com- 
pleted, it was disclosed last week 
by Earl Johnson, president of the 
Grand Rapids Furniture Makers’ 
Guild. Simultaneously, he an- 
nounced the appointment of Ever- 
ett A. Brown as “design coordina- 
tor” of the guild’s special postwar 
program. 

Asserting that all details of the 
program wert not ready for pub- 
lication, Mr. Johnson said that the 
general program is now “ready to 
go into production as soon as war 
conditions make it possible.” 

“These plans,” Mr. Johnson said, 
“involve not only correlated de- 
signs of living room, bedroom and 
dining room furniture, both tra- 
ditional and contemporary, among 
the guild manufacturers’ member 
factories, but they include as well, 
other major furnishing and deco- 


rating requirements: flo: 
ing, fabrics, wall paper, ¢ 
lamps and accessories, 
participation of a group 
country’s leading sources 
respective fields.” 
Distribution channels a) 
through 200 registered gu 
throughout the country, 
A major part of the gui! 
gram will be the develo; 
a series of completely d 
rooms, available for recre: 
the 200 guild dealers. Th, 
will be handled by Mr. } 


Navy, Inc., Rates Up 


Navy, Inc., Norfolk, Va 
lisher of Army Pictorial 
Navy Pictorial News and 
Pictorial News, is increas 
page advertising rates from 
to $378. Other space un 
being increased according] 


1944 


Heads Eastern District 


W. H. Loeber, former], 


development manager for the eas 
ern district, Westinghouse Fle; 


Appliance division, has 
named manager of that d 


with headquarters in New York. 
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weekday! 


I warned Mr. Tolchard this would happen* 
if he put that ad in the Buffalo Evening News. 


It reaches a quarter of a million families every 
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- i sie. a % We've never guaranteed results like this. But . 
Te ze it's a fact that lost year the News carried 67.5% ; 
cil ; ” ; of all the daily department store advertising in = " 
a < Lo ae the bUSY Buffalo area. The reason for this is that | 
eo a a. D W ‘ nearly gwice OS many families read the News 5 ’ 
» F TH i ATA ON R any other \ocal daily: And why do they ¢ Because 
“i 4 POT EQUEST © the News has something that appeals to every” 
: fn ° {0 eS a body i9 Western New York, from complete ac- 
| Aa UMBU ‘ : — curate reporting of local, state and national i 
; ™ > OHIO events to the best syndicated columnists and 
i a“: ) a features: Any WY you look of it, the Buffalo 
a ) 7 | Evening News |S the big paper ina big market! 
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Complete Plans 
for Anti-Freeze 
Winter Campaigns 


Supplies, Though 
Limited, Expected 
to Be Ample 


New York, Aug. 30.—Manufac- 
turers of anti-freeze products dur- | 
ing tue summer months have been 
ysing full-page color ads in indus- 
trial and other trade publications 
t) advise dealers of this year’s 
supply and are now completing | 
for fall and winter cam- | 
paigns in newspapers and mage | 
zines | 

As last year, the permanent | 
ryoes of anti-freeze, composed of | 
ethy! glycol, after distribution to | 
the armed forces, will be available | 
in limited quantities to civilians, | 
following the lifting of restrictions | 
on this type of anti-freeze last | 
October by the WPB. Stocks of | 
those materials fitting into the | 
ethy! aleohol category, never | 
affected by the WPB restriction | 
der L-51, will probably be suffi- | 
sient for motorists’ needs through- 
ut the country, but the companies 
making them are suggesting that | 
dealers urge consumers to plan | 
shead and get their supplies early. | 

This year, E. I. duPont de Ne- | 
nours & Co. is supplying three 
types of anti-freeze. The use of 
methanol in critical war materials 
having limited the amount of reg- 
ular Zerone available, duPont is 
again promoting the ‘war emerg- 
ency’ Zerone, introduced in 1943 
as a substitute. Third kind, known 
as Zerex, will be available in lim- | 
ted quantities only, because of | 
war demands on ethylene glycol. 


Plans Four-Color Ads 


Following a summer drive in 
1utomotive papers, duPont will 
start consumer advertising with 
four-color ads in fall issues of 
Collier’s, Life and The Saturday 
Evening Post. In addition, the 
‘company will use 400 newspapers 
n the freezing weather portions 
f the country. One feature of | 
the Zerex-Zerone copy will be a 
oklet offered to consumers giv- 
ng information on the proper care 
f auto cooling systems. Batten, 
Barton, Durstine & Osborn handles 
the duPont account. 

National Carbon Company’s 
Prestone anti-freeze of the per- 
nanent type will be distributed 
n accordance with a state alloca- | 
ion plan worked out by the) 
WPB and the Anti-Freeze Indus- 
try Advisory Committee. Trade | 


pians 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


Ne would like to show you 
amples of work that we 
e regularly producing for 
eading advertising agen- 
es through our COMPLETE 
*VICE METHOD of opera- 
). Ad-setting, Engraving 
d Printing...all under 


£ roof. Phone or write to 


Th FAITHORN CORPORATION 


2 N. Rush St., Chicago 11 
Phone WHitehall 2300 


VICTORY 


_zines, National Carbon will use| freezes. Commercial uses Collier’s | 
full pages in several national mag- | throughout the year, and is mak- 


publication copy the company has|azines as well as newspaper ad-| ing fall plans for other magazines, | in October will go into newspa- 
used this summer points out that| vertising in some markets. J. M.|newspapers and radio. The Fen-| pers, magazines and outdoor 


there will be enough Prestone ‘to | Mathes, Inc., is in charge. |sholt Company, Chicago, handles | posters. The company spent over 
protect all the nation’s motor ve- R : ; the CSC account. $150,000 on advertising last year 
hicles,” but that “there will prob- Sells Year-’Round Service | Super-Pyro, ethyl alcohol anti-| for Super-Pyro, and this year’s 


ably be shortages of certain brands 
in certain localities.” 

A small quantity of National’s 
Trek high test anti-freeze and 
“wartime formula” Trek will be} ice with boxed illustrations of 
on hand, both types containing the Nor’way methanol anti - freeze, 
methanol ingredient so needed by | stop leak, anti-rust and cleaner | 
the armed forces. In addition to| products, Peak permanent type 
trade journals and farm maga-|and Ajax proprietary anti- 


freeze made by U. S. Industrial! drive will be on about the same 
Chemicals, Inc., is being promoted | scale. Agency is Geyer, Cornell 
currently in trade journals, and! & Newell, Inc. 


Commercial Solvents Corpora- 
tion has been running in industrial 
papers combination ads selling its 
“vear-’round cooling system serv- 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


ont Cree 


10 MV/M 


Answer: 
soe 7 million more people now live within 24 
~ 25 MV/M the dominant 50 millivolt signal range 


of the strongest voice in the world’s 


richest market. 


Around the first of the year WJZ 
began broadcasting from a new site— 
23 miles closer to Greater New York 
in point of distance — infinitely closer 
in point of clarity, audibility, reso- 
nance and all the other new strengths of a vastly 
~ stronger and clearer signal. 
i DELAWARE ‘ ae 
a ON cr Ai 0.5 MV/M Kok: rans 

o\ / an ae This means that no less than seven million more folks 

are now next door neighbors to WJZ and the program 


and sales messages you want to bring to their ears. 


P : This increased audience is all included within the 50 
, 
, millivolt signal of WJZ. There are millions more—11 
> 


millions more—within the range of WJZ’s now-lusty 


voice—daytime and nighttime alike. 


In terms of Hooper ratings, this adds up to a nice 


round, healthy increase for the first six months of 1944 


- compared to the first six months of 1942, 


Your strongest voice in the World’s Richest Market 


770 ON YOUR DIAL | 


KEY STATION OF THE BLUE NETWORK ad 
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Helen Davies Moves | 

Helen Davies, creative product 
consultant and market analyst, has 
opened new offices at 11 E. 48th 
St., New York. 


Lloyd Hopkins Appointed | 

American Chain & Cable Com- 
pany, Bridgeport. Conn.. has ap- 
pointed Lloyd W. Hopkins sales 
manager of its Reading Steel Cast- 
ing division, Reading, Pa. 


he.’ piece in a trade paper of show 


business last week said that Edgar 
Kobak, vice-president in charge 
of sales for the Blue Network, ‘is 
having trouble with other execu- 


| tives and is expected to leave Blue 
| for 


Mutual. The report was 
laughed off by Blue Network offi- 
cials, who denied the story com- 
pletely. Kobak was much in evi- 
dence at the NAB convention in 
Chicago last week, and his talk at 
the meeting of affiliated stations 
regarding the outlook for the Blue 
was one of the highlights of that 
session. 


It is expected that T. F. Black- 
burn, circulation direcior of the 
McGraw - Hill Publishing Com- 
pany, will be elected to fill out 
the unexpired term of Mason Brit- 
ton, who recently retired from 
publishing to enter government 


| service, as a director of the Audit 
| Bureau of Circulations represent- 
‘ing the business paper 


division. 


Action will probably be taken at 
a meeting of the board of directors 
of the ABC Sept. 26. 

When the business paper mem- 
bers of the ABC meet in Chicago 
at the annual convention in Octo- 
ber, there may be several candi- 
dates for the place. Mr. Black- 
burn will be up for election as a 
director for the full term of two 
years, and several other candi- 
dates for the post have also been 
mentioned. Mr. Britton, a Mc- 
Graw-Hill man, held the post for 
many years, and McGraw-Hill 
would no doubt like to see the tra- 
dition carried on. 


Publishes Letter Hints 
“How to Write Successful Busi- 
ness. Letters,” by Marcel M. 
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for Slides Gain 
Extra Attention 


Bloomfield, N. J., Aug. 30.—A | 
little extra care and attention to 
the development of slides for use 
in illustrated talks pays off hand- 


|somely in concentrating the atten- 


Swartz, circulation promotion) 


manager of Modern Industry, has 
been published by Franklin Watts, 
Inc., New York. Price of the book 
is $1. 


ae 


from Lookout Mountain 


West of Chattanooga, the Tennessee 


River winds its way between 
Elder Mountains, its course ca 


of the most interesting phenomena of nature. 


Lookout and 
rving out one 


For as the river winds and turns, the land 


within the turn forms a perfect moccasin 


from toe to heel. 


This moccasin-shaped 


Moccasin Bend Park. providing 


land mark to the many which now make 


scenic Chattanooga one of the truly beautiful 


spots in all America. 


NATURE AND INDUSTRY JOIN 


land 


present time being considered as a site for 


In addition to its many dazzlingly beauti- 
ful natural splendors, Chattanooga is also 
located in the heart of the TVA power 
empire, an industrial center of present and 
growing significance. 


The Chattanooga Market From 


A Time 


is at the 


reveals that 


an additional 


a, 76.9% went 


Cc 


Station 


an 


Sad 


A survey made by a disinter- 
ested company in Chattanooga 
of all 
business placed in Chattanoo- 
to 
tation B received 18.3%, and 
received 4.8%. 
Among time buyers, men whose 
business it is to know the best 
buy for their money, WDOD is 
the overwhelming choice 


Buyer’s View - Point 


WDOD 76.9% 


national 


tion and interest of the audience, 
in the opinion of H. E. Plishker, | 


FIGURE 3 
simple signs, tell a ¢s5 
story. By lettering ca: 


placing them so that in 


| shadow patterns fall on t! 
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* y soomenenill * 
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= 
si : | 
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FIGURE | 


manager of advertising and sales 
promotion for Westinghouse Elec- 
tric here, who has developed an 
interesting technique of dramatiz- 
ing each chart as a stage setup and 


Meme then shooting Kodachrome slides 


from the setup. 

“Suppose you want to show the 
growth of business over a period 
of years,” says Mr. Plishker. “The 
ordinary way would be to make 
a line drawing, and then perhaps 
color the bats to make it a little 
clearer. But it is still dull as 
dishwater. 

“Now stage it, as we have done 
in Fig. 1. You'll need a simple 


ground, as in Fig. 3, you 


|a three-dimensional effect 
| the product fits, as in Fig 


uct and sales by years ar 
and effectively tied toget 

It is important, howeve 
Plishker emphasizes, not 
too fanciful and lose the 
in the settings. Keep the 
as large as possible. Don’t 
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FIGURE 4 
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‘ 
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‘black lettering on blue, green 


gray cards, because they seem t 


lose contrast in Kodachrome 
| Black lettering on orange, yellow 
/or red looks fine on the 


screen 


setup consisting of a base, 24”|he says, and white lettering o 


wide by_12” deep, and a back- 
ground 34” wide and 24” high. 


| 
| 


| “Sure, slides of this 


| the difference in cost.” 
| 
| 


Bonneville to Crosley 
E. A. Bonneville, formerly 


vice 


'dark background is easily read 
character 
On the background and base, tack | cost more than the old-fashione 
| kind,” he adds, “but if you wan 
to make an impression it’s wort! 
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300,000 NEW |president in charge of appliancato scho 
Gomes ven vane | dealer division of Times Applian Thro’ 
| Company, New York, has been apg™jn scho 
| pointed regional manager of thqgeld h 
commercial division of Croslegjjents | 
| Corporation, Cincinnati, O. por Was 
Cartoons Plug Webster Sheff 
Insertions of one-eighth pag Edwi 
| weekly in Barrons, The Saturdayfional ¢ 
FIGURE 2 Evening Post and Wall  Streetfiison, 
Journal are introducing the newiales x 
E . .,|Daniel Webster pipe tobacco nage 
large sheets of colored paper. Use| oe ‘ph ‘ ail : 
a dull finish stock and select light, | bag le vege nad ~~ any, 
‘bright colors, staying away from by Ci i R ogee a ie Son 
shades in the violet-purple range. i> th ae meee. oe es ages SO Pape’ 
The horizontal lines are pieces of | 'S MN agency. y 
colored cord tacked at each side | os 
and drawn taut. The lines on the| CIA to Meet Sept. 11 oe 
base indicating years can also be} (Chicago Industrial Advertisers ha 
cord or drawn on the paper. chapter of the NIAA, will open its uarter 
For the vertical bars you Can|faj} meeting series on Sept. 1! 2M... 
use a variety of materials, colored | the La Salle Hotel with an addres; oq, 
dowels, rulers, piles of poker|on the postwar changes isa 
chips, nuts, washers, metal rods |trjpytion and its effect on dis- 
or even your product if it is the |trjpyutors. by Arch M. Morris 
right size and shape. Then shoot | manager. Mill Supplies Me- 
your Kodachrome on a 4x5 film.| Graw-Hill publication. ; 
When the film is developed and | 
returned, it will have to b 


mounted between the lantern slide 
cover glass, but this is an easy job. | 

“Presentation of simpler facts 
or figures can also be dramatized | 
by the use of little props, as in 
Fig. 2, where a cardboard house 
from Junior’s toy village, the} 
product itself, and a couple of 


Peaslee - Gaulbert Corp 


| Atlanta and Jacksonville, 


Hardware Company, Mon: 
and Kaemper-Barrett, Sa! 
cisco, have been named d 
tors for products of Admi 
poration, Chicago. 


wbDOD 


STATION B_ 18.3% 


STATION C 4.8% 


men in permanent 
manufacturers. Mu 
and consumer mat 
plays, etc. — on 


100 


Te 


positions with one of the nation’s !|a 
st be experienced in preparing both ¢ 
erial — sales letters, folders, booklets 
diversified line of products. Imagin« 


originality and high-productive capacity are requisites. | 
is a real postwar future here for the right men. 
commensurate with ability and experience. Write in ¢ 
giving age, education, draft status, previous employers 
nature of work you have done. 

Address 


S 


Box 5017, Advertising Age 
E. Ohio St., Chicago II, Ill. 


Two Good Sales Promotion Men 


An exceptional opportunity for two well-qualified cr« 


© Appoints 3 Distributors 


feee ger ee é fe a = tei Lees fate ne i oe aia Sia 
%, : Ly ° 
. : . 4 = Pee = 
; “a af A iver (2. 
rn Bp. bm % we a sgh ee E adie piety ete | ih Se - A Suen 
ie > Digpalo Linc, Cah — THE LIGHTING MME 
ES ER Cape ieee ce iS Paee, Sa Sm eer, geek ™ "OLE so es | 3 z a a s 
oe | 2 ae a ae 
7 : a ieninrn ; x will 
otoGRAPEY ee pe Lificant 
oTosTAT® Pe eee rest 
“s rest : 
- 5, PH q1sinG es. 
8 a pDVER co ee 
: Oe ug 
: ree Y . 
oe sryt05 oh ees prod a 
| os RD” - nig we 
-_ <F cTANDA oh 
[a3 as GT ave —. 
ee pine ° Vi © 
Nate ees 540 N wicniGhe ge copy P 
i BE : gure road in 
oe iy 0 ee re Wende 
es egy cHichs — 
a CY 5399 nave * 
. nk Roc 
a” ORE A! ET IT TT | = ome 
ig | saeomee eo: | ia 
Bain. ad | , pe a : 
nee ; : : 3 | a wisi ier Hi 
Sig a. ae i ae ae = Sa Spar Misiei : be 
ey . ae ’ 2 ha ae 5a ve 4 : 4 t a 
a —— = — 9 a. & <= 1 
e Be oS - ET ee ae eee, — Smee ea aa eo iii | it J 
, \ ‘. gate «lalla i i. = ieee Be oe aa a —— 3m Bi fi ‘ 1h . 
¢ RR oe 5 Sa a § — x Sek gee 2 . ma —) as = # Zi “ a a 7 : 
eer Oe ’ : cn tee. ER”. as Th oe. Be v0 ; ; " 
- ee iia a. oe ee  - t= 7 oe me a ® 
ait wg a ae ao a — a 4% , * . _ 7 FF. Fae + a 
a 1, we te i Ci i al ae eT , cae 5 1938 | 999 | 1990] 1941 | 1942] 1943] 1944 | 1945} 1946 | 1047! 
: tag : Ay “ae ‘ a al ” ili . eal i ‘ . ai — | r 3 _ F ‘ 
a “epee a idl ceil eae + > a 
7 € va - ae = ; ee LS , = 
fe NEE aa fe Oe ay Pe oe ; ss = ¥ CC aed ae see a ee. 4 
Poe se ag ae ” © aes sae ee —— 
5 eae. » i . ns Se ee . 
ee — rs P a - a oe — 
eet: poten ss % a t 
Pe nie = ’ 4 € ® siphies. om “ 
4 uly ee jae SBS : al ee, a rege “neil hie at i ei ciel aoa ‘ . _ ibs: Prk rtmen 2 
7 = 2 Po. eins ai iS ar eae ae ae oe peatate SS a 
— ge ee ~~. pI 
. oS) nee, ee SMe Br sarc xcs : bo tale ae rer es ee ~ . 
wd ee, eae Ee 
Some * ee rca a nah ee 2—- e hee oo. SSR 
eke = ye . ed peer a * A eS: Pri "se sen eee a a OP easy. % . . = 
+ i i = a a sigeate ae ¢ 
an oe » ee a: niga << ett oe al ~— > : leparte 
i. “ sai : ' — : . a re - <a . P ij | Po 
: ‘i eS ates oe i ype oT a . ie ee Ped en - 
. Se) x a : f = “ - % wes . At pte " oe - - i - : ee 
: ae ee ee Bae COE, ete ) il 
4 . > 2 : Sy whee; ? . 2 £. , ” aa ~ # ; N¥ P an 
= yy. - Thay , EP ae a ee Me Oe kee: Tiles 
ng ee lO es d ie A . os eee 3 Pre) aii 
—* ee Oe, ME sy ae eS iy. ili ES Bi ORY gi 
ee e.g Cae e 7% ‘ieee Pee OR kr eee oe o/ 
; & eo EIS ee hae eee ee 6 Oe tg ae 
: Sa ; Cai + hi EE te, Ee 
ns em a PG sere’ ST > < Bes i oa . PE Rey Qe, oe oT 
eee: 5 . oo. 
b 7 = _ Be 
5 al 
me am 
a 
eset a ae 
a. a my , 
a ee 
ae ee 
— aes * 
5a a 
“ae” , L 
n> Frane- 
3 j a Cor- t 
’ } 
x J Sm a2 BR ‘ ' 
3 e ' e : -_ 
: ee ape neh 2 al : 
be 4 we ‘ ‘ Sle :. ae f é = 
: ’ = a : : ' : - — . —— ‘ po , , 
P : cf : - ‘ 
a ee . - 7 - 
am . ’ is, oat ae: : ‘ads “tee i ap 
5 ] j Ms - . f 'RAYMER - z = ‘ O 
WHERE | ) —— | Ot ep  & | 
= 
cA ee e . ‘4 ( ‘ ~ » ~ = 7 4 / . es x a 4 
: sci — A a - 


ig 


reen of 


seem t 
chrome 


. yellow 


screen 
ng or 
read 


laracter 


ishione 


yu want 


Ss woftl 


Y 


ly vice 
»plianc 


pliance 


een af 
ot t 


Crosle 


ster 
h pag 
aturda 
Stree 
ne new 
icco Of 
New 
artoons 
’ & Son 


rs 


y 
Ly 


fe 


»tising Age, September 4, 194 
THE SEA 


“BO 


_. will Boston again claim 
its share of seaborne commerce? 


4 


Violations of OPA 
Regulations by 
Firestone Charged 


Washington, Aug. 31.—Hearings 
will be held in Denver and Chi- 
cago during the next two weeks 
on. charges that two regional 
branches of the Firestone Tire 
& Rubber Company were con- 
tributing to the biack market in 
tires by reusing OPA tire ration 


RECALLS PAST—The history of the 
B jort of Boston and its volume of com- 
serce through the years is told in this 
copy olaced by the New Haven Rail- 
‘oad in newspapers of the Boston area. 
Wendell P. Colton Co. is the agency. 


_—- 


Rochester Drive 
Enlists Student 


‘Paper Troopers’ 


Rochester, . a &o Aug. ’ 
ypical of ingenuity being dis- 
niaved among the 50 test towns 
cooperating in a “Paper Trooper” 
kalvage program of American 
Newspaper Publishers Association 
‘; Howard B. Bloomfield’s cam- 
paign in cooperation with local 
school children. 
promotion manager of the Roches- 
er Democrat-Chronicle. ; 
Youngsters, identified by their 
blue fatigue caps and balbriggan 
erseys, With paper trooper in- 
ignia in yellow, work in small 
broups under the direction of a 
‘oop leader. Several troop lead- 
rs are directed by a troop cap- 
‘tain, who is in charge of one postal 
one. Proceeds of the sale of 
vaste paper are divided among 


he children, and are used to pur- | 


hase caps and jerseys. This is a 
leparture from the customary 
ractice of contributing proceeds 
to school or charitable funds. 
Through display of the uniform 
n schools of the city, Mr. Bloom- 
eld hopes to interest other stu- 
ilents in the paper trooper army 
r waste paper salvage. 


Sheffield Names Funk 


Edwin Funk, formerly of Na-| 
nal Oil Products Company, Har- | 
ison, N. J., has been appointed | 
iles promotion and advertising | 
anager of Sheffield Farms Com- | 
any, New York. | 

| 


Paper Accepts Ads 

National Union Farmer, official | 
iper of Farmers’ Educational and 
operative Union of America, | 
Menver, which has _ passed the | 
juarter-million circulation mark, | 
snow accepting a limited amount | 
{ advertising. | 


| 


| 
yi" (i 5 


| 


op 


LLINS, MILLER & 
HUTCHINGS — 


OTO-ENGRAVERS 


Pp 


10 North Michigan Avenue 
Chicago 1, Illinois 


posed to invalidate. 

| The complaints had been filed 
| with OPA by George J. Burger, a 
| New York tire consultant, who had 
been working unofficially in co- 
operation with the Senate small 
| business committee. 

According to an OPA statement, 
the Chicago and Denver regional 
branches of Firestone are alleged 
|to have failed to void certificates 
received in exchange for tires and 
tubes sold to dealers, transferring 


these unvoided certificates back to | 


dealers who used them to increase | 


certificates which they were sup- their inventories by buying tires | 


from other dealers and manufac- 
turers. These tires were eventu- 
ally sold, it is charged, to persons 
who did not hold certificates. 
Hearings are to be held by the 
OPA commissioner in Denver 
Monday, and in Chicago Sept. 11. 
If the charges are sustained, the 
branches may be forbidden to sell 
rationed tires for the duration. 


Joins O’Brien Gourlay 


Dorothy Wren, formerly in re- 
search for both Associated Press 
and United Press and with the 
British Information Service in 
England, has joined O’Brien Gour- 
iay Advertising, Vancouver, B. C.. 
as librarian in charge of consumer 
research. 


ADVERTISING 


TORONTO, MONTREAL, 


WINNIPEG, 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


BAY STREE 


MERCHANDISING 


T 


REGINA, CALGARY, EDMONTON, VANCOUVER 
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30.— | 


Mr. Bloomfield is | 


| baat 


| 
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Black to move 
and win 


You can win New England 


with the Xégt Move 


Msr your radio appeal direct to New Eng- 
land homes through The Yankee Network’s 
twenty-one home-town stations. Retail merchants 
everywhere will appreciate this —and not only 
appreciate it but prefer it to hit-or-miss long dis- 
tance selling. 


The local merchant wants local advertising sup- 
port. It is instinctive for him to keep the inventory 
up and give his best selling effort to the products 
best advertised locally. 


The Yankee Network's twenty-one stations can 
put you right up front with every retail merchant 
in these twenty-one cities and their trading zones. 
THE YANKEE NETWORK'S They put impact into your selling in every import- 

Teundlats ant market, and they give you all New England 


= . in one move. 


THE YANKEE NETWORK, inc 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON 15, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representativ@ 
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Names Cory Snow | 
Cory Snow, Inc., Boston agency, Ad 


sel for National Research Corpora- | KLX, 
tion of Boston. | ized 


| Oakla 


MULTIGRAPHING G-E 
MIMEOGRAPHING fe 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


in Schenectady. 


Ad Fried Agency Formed |Joins Lewis & Gilman 


Fried, who recently resigned | ge A. E. eg ey ey 
as rertisi coun-|as general manager of Station with ‘ Ww. Ayer & on, P iladel- 
eet ioneerchs C2 Oakland, Cal., has organ-|phia, has joined Lewis & Gilman, 
the Ad Fried Advertising | Philadelphia, in an executive ca- 
|Agency in the Easton building, | pacity. 


rasta Outdoor Brochure Issued 
Shifts Sullivan | Outdoor Advertising Association 
| Brendan Sullivan of the Bridge- | of America, Chicago, has issued a 
° ios ° 
port office of General Electric |48-page brochure which 
John a McElwain & Co. oe has been appointed ad-/|duces outstanding posters in full 
vertising supervisor of G-E’s resin | color illustrating outdoor advertis- 
and insulation materials division |ing’s participation 
civilian front activities. 


nd. 


De 


in support of 


“It's all right papa. He's just 


felling me 


about Tacoma .... 


Washington's Second Market.” 


SECOND MARKET 


The Tacoma News Trib- 
une is the only paper 
which effectively covers 
Washington’s Second 
Market, delivering 73% 
daily coverage in Tacoma- 
Pierce County. The sec- 
ond Tacoma paper deliv- 
ers only 47. The Seattle 
morning paper delivers 
8° and the Seattle eve- 
ning paper 4%. The 
Tacoma News Tribune is 
a “must buy” in Western 
Washington. Ask Loren- 
zen & Thompson! 


And there’s plenty to tell—dall of it 
important. 


For example: Sales Management’s May 
1944 Survey of Buying Power shows that 
Tacoma-Pierce County accounts for 
10.69% of Washington’s retail sales .. . 
13.11% of Washington’s effective buying 
income. That puts Tacoma-Pierce County 


second in the state in both classifications. 


The city of Tacoma itself — with 7.4% 
of Washington’s population — accounts 
for 9.32% of the state’s retail sales, 9.31% 
of the state’s effective buying income. 
Person for person, Tacoma is a_ richer 
market, of prime importance to the 


national advertiser. 


™Nows Tribune 


TACOMA, WASHINGTON 


ences including, . 
proof cigaret lighters, preferably |@med cigarets as most-|0 igeq_; 
the fluid-less type, complete with|item. Department Stor fey 
extra flints; pen and pencil sets; | St finds that the change of»), 


‘Eeonomist Sawa (uct enee a 
Servicemen Prefer ety. Hermetically seale 
Watches, Lighters _,,!" 1942, America’s 


in order, 


Advertising Age, Septem} 


food — especially the ti; 


travel best. k 
U 1} 
ideas of \ y k 
New York, Aug. 31.—“G. I. Joe” | wanted for Christmas, ; in ¢ mmed 
overseas has asked Santa to send | Economist survey at that | me 7gqamls, 
him a waterproof wrist watch |0°f the Army (inciuding forcemmmeyo) 9 
above all else, with other prefer- | 224 64% of the Navy ( iclyqi,ii/o | 
wind-| Coast Guard and Marin. (o)».filiMoves 


razors and blades; and flashlights | is due to the fact that “wien im, 
with extra batteries. “Joe” wants,| Were still in U. S. they paid r¢ 
particularly, very tiny flashlights, ular prices ... outside the coun 
equipped with red or blue glass|they’re five cents per juckag 


to comply with blackout regula- | “Joe” also is less interesieg y 


tions. 


All this Christmas dreaming was |C@'4s, warm slippers, biby 
discovered and tabulated by the |SWeaters, socks, ete. — probal 
Department Store Economist, 
whose interviewers have been 
busily asking hundreds of soldiers, “wed ; 
sailors, marines, airmen and coast | t00, he must limit the number a 
guardsmen newly returned from | ‘!2€ of items to be carried aroyy 
overseas — as campaign ribbons | 


displayed—to fill out a question- FEMININE STUFF O.K 
naire. The survey was taken at/| a 
the New York Defense Recreation FOR GIFTS TO WACS 
Committee Headquarters 


Park Ave., New York. 


than two years ago in pla, 


the Economist thinks, because 
now has many of these artic) 
after two years in service 


while overseas. 
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thing s 

| ° r trop 
99, Washington, Aug. 31.—The cuff. jisle 
rent list of items suggested Wty in 
eer el: 
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370 POUNDS* — a 
r Wac 
hite oO 


BUI~vou can’t THROW. 
A RADIO CAMPAIGN INTC 
WESTERN MICHIGAN FRO 


“OUTSIDE”! 


WKZO has the AUDIENCE 
in Western Michigan — an 
audience greater than that 
of all other stations COM- 
BINED! The latest Hooper 
Special Report (made in the 
Autumn of 1943) proved 
WKZO's outstanding domi- 
nance not only in its pri- 
mary market, but also in 
outlying communities of 
Western Michigan. Cities 
and towns covered in this 
coincidental area study 
were, specifically, xalama- 
zoo, Allegan, Byron Center, 
Dorr, Martin, Moline, Ot- 
sego, Plainwell and Way- 
land. 


Here are the Friday eve- 
ning figures, 7 P.M. to 
10 P.M.! 


WKZO vabawe 59.3% 
STATION B. er” 
SIX OTHERS ... .26.6% 
RoE: Shenae ; . 0.6% 


strongest selling force in Western Michigan 
Owned and Operated by Fetzer Broadcasting Company 
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Many a radio advertiser draws a 2! 
or 300-mile cirele around Chicago ff) 
Detroit—and kids himself that he Be fo, 
getting full coverage throughout thie to 
circle. untry 
rmatio 
folder 
ent e 
hich ar 
lreque 
ins 


But no user of any “outside” stati 
gets even adequate coverage in Wes 
ern Michigan. We won't go into th 
technical reasons here—it’s just th 
“outside” stations fade too much !0 
satisfactory listenership. 


rn} 
‘}9) 


Ad 


If you really want to cover \\ ese 
Michigan, the answer is WK/°. Ke 
cent Hooper Surveys — an ©x¢e'l 
from which is at the left—prove th 
WKZO is by long, long odds te m° 
popular station in this te ritor 
Write for all the facts—or a « Fr 


& Peters. 


‘An Estonian named Lubaar s the 
world’s record at that weight — ‘tW 
hands clean and jerk’. 


5060 \ all 
WKZO “:: 
CES 


TOr 


KALAMAZOO and GRAND RAP 'D: 


Free & Peters, Ine., Exclusive National Representatives 
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4, 1ggggmmaver! 
fc headquarters in Washington 


eat nels any fear that Christmas 
> a che f » members of the Women’s 
at, Corps stationed overseas 
“cea be a problem. 
‘Contrary to popular belief, gifts 
““mege bo quite personalized. Lace- 
a mrned lingerie, in white or pas- 
i. yo ll be acceptable — silk or 
< ‘qe, (or temperate climates, cot- 
Judean! tropics. | Accessories — 
Co ayes, shoes, and handbags—may 
edt ent for use with the new off- 
=. ity Wac dress. Brown kid pumps 
€ min gloves, and brown envelope- 
on fle, sclf-trimming handbags may 
id ref use provided shoes have heels 
unt ipt higher than 2%”, with closed 
‘kaotames and heels. Yellow or cham- 
od a imms-colored gloves, with yellow 
te arf for wear with the uniform 
binimgouse, are permitted as well. Fine 
’bal ite handkerchiefs, embroidered 
use lace-trimmed for “dress,” or 
artic je yellow linen for uniformed 
ce. angmcasions, are also suggested. 
ae: All military personnel may wear 
aro ayclothes on sports occasions, in- 
ding shorts, slacks, 2-and 3- 
ce playsuits, bathing suits and 
| suits. Elasticized rayon satin 
thing suits are not recommended 
r tropical use, Full-fashioned 
he cuflhe isle hose is suggested for off- 


Sted Ulity in the tropics, rayon or silk 
eer elsewhere, 


Starch Highly Recommended 


Unusual, but highly recom- 
nded, gifts, are starch—the kind 
t requiring boiling — especially 
Wacs stationed in England; 
hite or pink elastic, zippers, 
ppeorn, skirt hangers (especially 
personalized with initials), 
thespins (also initialed), cam- 
a and film, identification brace- 
s, silver dogtag chains, felt 
onograms for bathrobe and play- 
thes. Such ‘“make-it-yourself 
fts’ as fancy “dogtag boots” to 
ver identification disks worn 
und the neck are also popular 
nong the Wacs, it was reported. 
Other items’ suggested are 
ather folding picture frames, 
rsonalized stationery, sun 
asses, fruit cakes in airtight tin 
ntainers, current best-sellers, 
logne and perfume (preferred 
e the new cream cake perfumes 
d colognes), cosmetics and 
eam deodorants. 
Among the ‘“don’t’s” listed by 
e Wac are alarm clocks, flash- 
hts, irons, serap books, sewing 
ts, shoe shine kits, manicure sets, 
rdles, bobby pins, hairnets, wav- 
g fluids, shampoo and_ toilet 
aps—these are all available at 
. canteens. 


TORES TO RECEIVE 
WI BROADSIDE 


New York, Aug. 30.—To pro- 
te early mailing of Christmas 
its to servicemen and women 
erseas, five retailers have pro- 
ed typical advertisements for 
e nationally and Bliss Display 
rporation has contributed sug- 
cago ODS for window displays, all 
} ¥ which will be mailed shortly in 
at he e form of an eight-page broad- 
out thale to retailers throughout the 
Intry by the Office of War In- 
‘mation. OWI has also prepared 
folder for package and state- 


0 
UTC 
0 


9 
ys a dt 


 statio oi 

Wal ent enclosures, quantities of 

- | lich are available to retail stores 

into UMM request, and an attention-com- 

ust thang poster has been designed 

och fom in window and interior 
Advertisements for the cam- 

\\ ester 

JO), Re 


"lf TOO BUSY 
hem TO DIE!! 


ritor’ 


< Fre 


Md Arr 


hard-boiled private detective, 
‘rouble like he does beautiful 
ind hard liquor—in H. W. 
ew murder mystery story, TOO 
DIE... Get your copy now at 
store, A Morrow Mystery. 


ising Age, September 4, 1944 


paign, produced by Pizitz, Birm-j|tal Service, National Retail Dry | 

ingham; Hecht Company, Wash-/| Goods Association, and War ad. | Elected to Ad Network 
ington, D. C.; Meier & Frank, Port- | vertising Council, with Grey Ad-| 
vertising Agency, New York, act- 


land; D. H. Holmes Company, New 
Orleans; and Gimbel Brothers, | i 


Philadelphia, aim to give retailers | dling 
copy and layout ideas, and stores| Decker, advertising manager of 
may reproduce them in whole or | Soft-Lite Lens Company, New | 
in part. The broadside gives rules | York, was campaign manager. 


and regulations for mailing gifts 


overseas, illustrates correct addres- | Arndt & Co. Appointed 


sing of packages, and outlines a 
complete store-wide plan for pro- | 


erside, N. J., manufacturer of non- | Toronto. has bee an- 
moting overseas gift packages. | ferrous rods, wire and bars, has | age srk vet poo Bay cece a Poy 

Pr senporsicinan.. in the preparation | appointed John Falkner Arndt & | Canadian Machinery and Manu- | 
of the program were Office of War |Co., Philadelphia, to handle its | facturing News, a MacLean publi- | 
Information, Army and Navy Pos- | account. | cation. | 


57 
Dyer Joins Zenith 


McCormick-Armstrong Com-| Walter H. Dyer, formerly with 
/pany, advertising agency division, | Radio Corporation of America, has 
Wichita, has been elected to mem-| been appointed manager of the 
bership in Affiliated Advertising| automotive set division of Zenith 
| Agencies Network, San Francisco.| Radio Corporation, Chicago. 
_—_—_——— | 


ng as volunteer task force han- 
the promotion. Fred C. 


MacLean Names Coote 


ene M. Coote, formerly of 
veneer . |the commercial printing division, | 
Riverside Metal Company, Riv-| MacLean Publishing Company, | 


—according to Elmer Wheeler, the “‘Tested Selling Sen- 
tences”’ man, (author of “Sizzlemanship—Don’t Sell the 


Steak, Sell the Sizzle” and other books.) 


I his book “Word Magic,” Elmer Wheeler asks the ques- 
tion: “What's the smartest thing you could say to flatter a beau- 
tiful girl? 


1. ‘You're as beautiful as Madeleine Carroll.’ 
2. ‘Where have you been all my life?’ 

3. ‘When do you think we'll get to Berlin?’ 
4. 


‘What are you doing Saturday night?*” 


"Fester Wheeler says you know a lot about women 

if you can pick the right answer. (What’s more, 
you know where to advertise to women.) But which 
is the winning sentence? Here’s a hint! 


Most women (eye-fulls, just averages or awfuls) are 
fed up with the U. S. male’s refusal to admit they 
“know what’s cookin’” in the news. Fact is— most of 
the women you would know—and more than a million 
others (the best customers in the land) read TIME 
.and they vote TIME their 5-to-] favorite. 


These TIME-reading women have almost twice as 
much money to spend as the average woman— and many 

times the average woman’s influence. What these women do. 
think, buy, millions of other women do, think, buy. (If you 
haven't guessed the right answer yet, it’s No. 3.) 
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CJBC Increases Power New Bedford Paper 


Station CJBC, Toronto, key sta- | Seeks 2 Video Stations 
tion of the Dominion network and | 
E. Anthony & Sons, Inc., pub- 


Toronto outlet for the Blue Net-|,. a : 
work, has increased its power lisher of the Standard-Times, New 


oe ieee |Bedford, Mass., which recently 
from 1,000 to 5,000 watts. applied to the FCC for a commer- 
. P clal television station in Provi- 
Joins J. J. Gibbons dence, has requested authority to 
J. A. MacTaggart, formerly with | establish a second video outlet in 
R. C. Smith & Son Ltd., Toronto | Boston. The company, which also 
agency, has joined J. J. Gibbons | publishes the Cape Cod Standard- 
Ltd., Toronto, as an account exec- | Times, and operates WNBH, New 
utive. | Bedford, and WOCB, West Yar- 
;/mouth, Mass., has filed for chan- 
|nel No. 2 with a 25 kw. video and 
| 12.5 audio transmitter to be located 
|atop Paxton Mountain. 
Equipment for both stations is 
reserved for early postwar deliv- 
ery from Allen B. Du Mont Labo- 
als ratories under that company’s 
"ee Ow equipment reservations plan. 


Building Products ‘Six Join ANPA 
ARCHITECTURAL MEN 


New members of the Bureau 
|of Advertising, ANPA, include: 
News - Searchlight, Bremerton, 


| Wash.; Advance, Burlingame, Cal.; 


yuthe Magazine of Architecture... en hick beak ee’ — 


Read 

& © . | bare 4m 

‘ r tT |Gazette, Chillicothe, O.; Citizen- 
. enci Olin S |News, Hollywood; News, Perth | 


a 
a ae oa 


AMA Council 
Hits Spread in 
Vitamin Costs 


Chicago, Aug. 31. — There is 
almost as great a variation in the 
individual selling price of vitamin 
mixtures as in the claims made for 
;}them, the Council on Pharmacy 
j}and Chemistry of the American 
| Medical Association charged this 


| week following a survey of mul- | 


| tiple vitamin products on sales “in 
j}one of the largest department 
|stores in the country.” 

| Discussing the council’s report 
‘in the Sept. 2 issue, the AMA 
| Journal says that it “should help 
/explain the $179,000,000 spent for 
| vitamins in 1943.” 


Advertising Suffers Abuses 


| “No group of agents is now 
|subjected to greater advertising 
abuse than vitamins,” the Jour- 
|nal deciares. ‘The radio, newspa- 
| pers, store counters and other me- 
|diums constantly attract the ear 
and eye with pleas to improve 
|the health, correct constipation, 
|avoid dizzy spells and be success- 


.--.another recipe from GRIT 


Grit Americans eat well. And part of the reason is the 


proven recipes homemakers clip religiously from the 


women’s pages of Grit. Alert to the interests of small 
town women, Grit’s women’s pages are designed to serve 
them most effectively. As a result, Grit is considered 
“required reading” among homemakers of Grit America— 
the Heart of Small Town America. Grit America is 15,066 
towns of less than 2,500 population, with a total of more 
than 2,000,000 families. Grit’s more than 500,000 weekly 
circulation includes 1 out of every 5 of these families. 


S 
A 


KAP OBEATEST hee 


COMPLETE SELLING JOB WITH 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 
with more than 500,000 weekly circulation 
GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


* REPRESENTATIVES * 
Osborn, Scolaro, Meeker & Co. and The John 


a 


Budd Co. 


MORE FOOD TO BUY 


under 4 years per 1000 


Advertising Age, Septemi 4 j, 


ful with love and business af- 
feivs. . .” 

Included in the council’s report 
,is a tabulation of 25 brands of 
vitamin mixtures on sale in the 
store survey, made in June, 1944, 
| listing selling costs and declared 
|contents of each brand. It said 
|the tabulation reveals differences 
|ranging from a few cents to sev- 
eral dollars between the costs of 
certain brands containing almost 
'the identical amounts of the dif- 
| ferent vitamins. 

Hitting what it terms ‘the pro- 
| fuse and deceptive statements pre- 
|pared by the more ebullient pro- 
|moters,” the council remarked that 
|none of the preparations listed 
| has been accepted for inclusion in 
the “New and Nonofficial Rem- 
edies” and that the “advertising 
claims offered on behalf of some 
of the mixtures preclude any pos- 
sibility of their acceptance.” 

In one-third of the brands listed, 
the council said, the declared 
amount of one or more of the vi- 
tamins was less than the recog- 
nized daily requirements, while in 
one instance, it added, “the de- | 
clared content was two to three | 
times the daily requirement, with 
a corresponding higher cost.” 


‘line newspaper advertisemen 
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G-E Film Demonsi ates } 


Frozen Food Proce dure 
First detailed 16-mm | 


1=COloy 


sound motion picture rir 
the preparation of foods frees! 
ing has been produced »y 4) 
General Electric Consumes Jy: 
tute, Bridgeport, Conn. © film 
will be made available to :tiJitieg 
department stores, locke: ope; 
tors, REA cooperatives, seho 
and colleges, through Dliang 
and merchandise distric: office 
of G-E. 

The movie demonstrate. prey, 
ration steps for freezing fr iiits a» 
vegetables, cooking of frog, 


foods, details on proper cuttir, 
and types of packaging and wra; 
ping for meats, fish and {ow}. 


Milk Copy Begun 
Golden State Company, s; 
Francisco, through the San Fra) 
cisco office of Batten, Barton, Dy 
stine & Osborn, is placing 1 oy 


throughout California announgj 
fortification of its Golden Sta 
Evaporated Milk with an insur 
vitamin D content. 


MANY NEW ME 
FOR PEANUT GR 


ASSOCIATION 


My... When Outstanding Farm , 
[2 «Column in Texas Mentioned 34) oh: 
ma 6=—sthe Scheduled Meeting (@ n illys-¢ 


HOUSTON POST 


FAMILY-READ NEWSPAPER 


In South's Richest 
Farming Area 


| 

|The Farm Column of The Houston Post 
supplies proof of the paper’s vital in- 
| fluence in Texas farm homes with mil- 
| lions in purchasing power. It is the only 
| recognized farm column regularly ap- 
| pearing in any Texas newspaper written 
| by a fulltime farm and ranch authority 
on practical operating problems. 

| A single mention in this column of a 
| regular meeting of the Peanut Growers’ 
| Association attracted almost perfect at- 
'tendance of old members throughout 
| the Gulf Coast country and brought in 
a number of new farmers to join up. 
Here is real evidence of the influence 
of this down-to-earth feature. 


} 
| 
} 


Thus. when Houston business men or 
national advertisers use The Post, they 
'reach not only industrial Houston but 
the agricultural Houston area — one of 
the richest farming districts in America 
| containing the largest dairy cow im- 
provement association in the world. 


| The Houston Post is family-read because 
it is edited for the entire family. Fea- 
tures covering the housewife’s many in- 
terests—Associated Press, United Press, 
New York Times and Chicago Tribune 
Press Services—25 of the most popular 
comic strips—these are a few of the fea- 
| tures which make The Post a powerful 
family-read medium for your message. 


| 
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mand by BURKE, KUIPERS & 
MAHONEY, INC. 


THE HOUSTON POST 


97% ATTENDANCE — 
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IS 


FABULOUS WEALTH 
OF HOUSTON AREA 
INCLUDES MANY 
MILLIONS IN CROPS 
AND LIVESTOCK 


All el 
lc fa 
les—v. 


One factor in making Hovsto! 
the largest market in the 
South purchasing over a qua! 
ter-billion consumer 00s 


alone is the great agricu!tural , 
production of East Texas. no 
Texas, the famous cattle 1 for 


state, Harris County leas a! 
others by a wide marg 
both dairy and beef ttle 
Adjacent Montgomery Count) 
tops the state in hogs. Mi 
lions annually in rice, ¢ tte! 
truck-garden, fruit, ins 
poultry, muskrats, pe nuts 
pecan and many other «reps 
help make Houston th: iu 
ket of the future—a rket 
which deserves your at! 
now. 


First in the Texas Morning Field in City and Suburban Circul: 0" 
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oo Much ‘Postbaloney,’ 
smerican Home’ Editor 


smell of 


ne 
acon | 


Tey rtic le : 
sa . aloney,” to illustrate her 
that most postwar planning 


‘its ondlpost! 
US ¢ Pos 


YO2ey elie! 
utt scks realism. 
wra Fre . i i 
wl. ine offered by postwar design- pointed up in 
4 architects, Miss Austin | Week 
sts a few 
jouse 


y, Se house-fronts, “that only 
1 Fray 

yn, Dur 
& 1,00 


Glass 
a} 


hich 


ds of draperies, which in turn 
emeni/)]] fade, need cleaning; electric 
ouNncing/oht cords dangling from table 
n Stat and snaked around furni- 


mps 
chairs with a 45-degree re- 
ining angle; radio cabinets “that 
yoop at us like a_ big-bosomed 
wager:” dining tables that are 
ho small for eight and too large 
br two persons; bedroom dressers 
nd bureaus that have no com- 
rtments; beds with built-ins at 


Insure 


iD J. 


Says postwar, 


Capsule eating saves a lot Of| 000,000 on the basis of 1940 prices. 
me, put to the average American | This is an increase of 49% over 
coffee and frying 1940. He advocated branded mer- 
neense, Jean Austin, edi- chandise with its “compelling na- 
r of American Home, says in an | tional advertising” for the jewel- 
n the September issue 0n| er’s postwar stock. 


a list of many innovations|@nd British postwar planning is 


of those she believes | White Paper on “Employment Pol- 
ves are especially averse | icy” prepared by the Conservative 


could reach and wash,” | ness planning for full employment 
‘ttract the sun, require | after the war has, so far, been 


} 


RRIS Mether end; square cups; kitchens 

nat have all-glass cabinets which 
ITOR il require constant wiping and 

pveal their contents; and refrig- 
Agent omators that have “500 feet of 
in Distrig nite enamel to keep clean and 
0. 1 ily six measly cubic feet of stor- | 


e space. 

“People are funny,” Miss Austin 
serves, “—they’ll still congre- 
te on the front steps and settle 
rid affairs, and I’ll wager it will 
>a long time before they move 
eir soapboxes to the runway on 
eir roofs.” 

A contract for postwar model 
ep bodies has been placed by 
illys-Overland Motors, Inc., with 
merican Central Mfg. Corpora- 
m, Connersville, Ind., Saunders 
Jones, American Central presi- 
pnt, announced recently. 


PB releases the necessary mate- 
| allocations, Mr. Jones said. 
nerican Central has built 350,000 
ep bodies thus far, and will con- 
ue to turn them out regularly 
both Willys- Overland and 
rd Motor Company, he added. 
The new jeep will be designed 
fferently than the current model 
augment its adaptability to 
'm and general utility purposes. 
if pe * 


h 


ALTH 
AREA 
ANY 
ROPS 
OcK 


All else might change, but the 
sic factors determining jewelry 
es—vanity and sentiment—will 
it be one of the jewelry trade’s 
stwar problems, Alfred J. Sil- 
stein, president of the adver- 
ig agency bearing his name, 
members of the American 
tional Retail Jewelers’ Associa- 
recently. He said they are 
munate to be in a business that 
not rely on the customer’s 
ed for a product, and therefore 
only to operate in such a 
rein | “as to permit more people to 
ttle isfy their 
ntiment.” 
Silberstein estimated that if 
re jobs for all employables 


Houstor 
in the 
a quar 


woods 


Count) Pir 


ttentie WANTED 

HIGH GRADE 

ADVERTISING 
EXECUTIVE 


served as publisher or as- 
to publisher in the 
I Must 


maga- 
have flair for 
romotion pieces as well 
nowledge of publishing 


Prefer man who has 
st of his time in nationa’ 
ng State salary desired 


references and details ot 


ADVERTISING 


Ohio St., 


AGE, 
Chicago 11, Il 


we 
~ 


The first 25,000 postwar bodies | 
ill be produced as soon as the| 


vanity and express | 


| 
| 
| 


the resultant economy 
would see a total volume at retail 
| for the jewelry industry of $1,700,- 


% By BS 


The contrast between American 


recent Business 


comment on the British 


majority in Parliament. 
“In this country,” it says, “busi- 


| can 
|sought to 
;ment arrangements 


tied closely to the idea of freeing | 
enterprise from the shackles of | 
government, forged during the| 
New Deal and tightened in the 
economy during the war. | 

“Only occasionally have Ameri- | 


specifically 
new govern- 
which might 
offer new answers to the old prob- 


business men 
discover 


|lems that have grown more press- 


ing in recent years. 

“In Britain, business spokesmen 
and whole business groups have 
come around to the view that gov- 
ernment must help control the 


business cycle if full employment | 


is to be maintained. 

“Reception of the White Paper, 
which would provide for balanc- 
ing the budget over a period of 
years with the idea that, though 
deficits might be run up in trying 
to avoid a depression, surpluses 
would come with full employment, 


and for stabilizing prices and 
wages, has been mixed in this 
country. 


“The Wall Street Journal headed 
its editorial remarks ‘Asks Britons 
to be Slaves,’ and the U. S. Cham- 
ber of Commerce commented: 
‘The diagnosis is sound. The Brit- 
ish are willing to plough some 
new ground.’ 

“But the real question is whether 
such a trend towards government 
control could stop short of uproot- 
ing fundamental free enterprise 
institutions. And in part, the 


answer hinges on who is carrying 
out the program—on whether its 
executors fully intend to be lim- 
ited by those two conditions of 
stable debt and stable labor costs 
which were designed precisely as 
defense lines for the present sys- 
tem. 

“The British, far more depen- 
dent on the world economy than 
| we, are now almost in a debtor 
| position, and face vastly increased 
export needs—the problem with 
which the White Paper starts. 
Exporting, to pay for imports and 
to repay debts, may provide them 
|a more solid assurance than we 
ican have of avoiding drawn-out 
depressions, if only the initial de- 
clines can be checked. 

“Whether we have _ justifiable 
;reasons for it in national differ- 
| ences or not, American postwar 
| thinking places less emphasis on 
|government’s role than does that 
|of the British. But we cannot 
leave that role out of such think- 
ing. Certainly, the whole ques- 
tion of how and when the gov- 
ernment shall collect and spend 
funds must some time be faced. 
The sooner we start, the clearer 
the thinking is apt to be, and the 
sounder the conclusicns.” 


59 
To ‘Jobber Topics’ 


Emil J. Blacky, recently dis- 
charged from the Marine Corps 
and formerly a copywriter for 
Erwin, Wasey & Co., and Simmons 
& S’mmons, Chicago, has been 
appointed managing editor of Job- 
ber Topics, an Irving Cloud pub- 
lication. 


“Never mind what WFDF Flint 
said about the cost of the war— 
| start firing!” 
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The fires won’t go 


cinnati industry...nor the bottom 
drop out of Cincinnati payrolls when Berlin 
“another Rome.” Cincinnati 
has too sound a backlog of basic, diversified industries. 
Too many people are going to want the soap, shoes, radios, 
watches and all the other peacetime products Cincinnati 


and Tokyo become 


produces. 


And that’s what makes Solid Cincinnati a mighty appeal- 
ing market, right now, to far-sighted advertisers. It’s also 
what makes The Enquirer so appealing. For The Enquirer 
is the newspaper which the most substantial, feet-on-the- 
ground sections of this solid market read. Isn’t now a good 
time for you to be getting in solid with Solid Cincinnati? 


out under Cin- 


SOLID CINCINNAT/ READS 


The Cincinnati 


Enouirer 


For over 100 years, edited for the thinking, doing, 
earning, solid citizens of America’s most solid market! 


REPRESENTED 


BY PAUL BLOCK 


AND ASSOCIATES 
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Plastics Paper Renamed 

Effective with the September 
issue, Plastics and Resin Industry, 
New York, has been renamed 
Plastics and Resins. 


FRIENDS AND NEIGHBORS 


WE HAVE THEM 
YOU CAN GET THEM 


THE NEGRO MARKET...... weer Ye 


Church Organizations ....... ,000,000 
Fraternal rganizations 1,000,000 
a COE ee ,000,000 
Educational Groups ........ ,000,000 
We can make your brand name a “Buy 
Word’ among these 13,000,000 consumers. 
10,000,000 of them are our FRIENDS and 


NEIGHBORS in the Sovth, PLACING COPY 
IN NEGRO NEWSPAPERS A SPECIALTY. 
We can make your advertising dollars do a 
job now which will reflect itself in the post- 
war era. 
ADVERTISING AND MERCHANDISING 
Write for Information Today 
THE BOOKER T. WASHINGTON SALES AGENCY 
Tuskegee Institute, Alabama 


| Was 


Plymouth Factory 
Men Talk Postwar 


Plans with Dealers 


Chicago, 
87% of the nation’s autos have 
now run beyond 20,000 miles, 
Joseph E. Bayne, general sales 
manager of the Plymouth division, 
Chrysler Corporation, last week 
told Chicago territory dealers who 
met with company representatives. 

A recent independent nation- 


| wide survey, Mr. Bayne said, also 
|revealed that 74% 


of America’s 
car owners, responding to con- 
servation appeals, are driving their 
cars less than one-half of the nor- 
mal prewar mileage. 

Mr. Bayne is one of the four 
Plymouth executives holding post- 
war planning meetings with deal- 
ers in Cincinnati, Buffalo, De- 
troit, Chicago and Cleveland. He 
accompanied by Robert C. 
Somerville, staff executive, W. B. 
Rice, director of service, and 
Storrs J. Case, director of adver- 
tising for Plymouth. 

Mr. Rice said that he has talked 
with Plymouth owners who have 


| 


Aug. 30.—More than | 


driven their cars well over 200,000 


dealers, who have been active in 


| miles. He asserted that Plymouth | 


servicing their customers during | 


he war, are responsible for this 
record. 
Chrysler Corporation has 
ployed newspaper advertising to 
carry the car care appeal to Ply- 
mouth owners. 


Large Joins Associated 


David A. Large, formerly adver- 
tising manager of Gates Rubber 
Company, Denver, has _ joined 
Associated Distributors, Inc., Chi- 
cago cosmetic firm. He will work 
on sales promotion of 5-Day Pad 
Deodorant. 


Payne Directs Research 


Dr. H. S. Payne, formerly chief 
of the carbohydrate division, De- 
partment of Agriculture, has joined 
the technical staff of Refined 
Syrups & Sugars, Inc., Yonkers, 
N. Y., as research consultant. He 
will direct special research in the 
candy, baking, ice cream, brewing, 
soft drink and preserving fields as 
the basis for a forthcoming adver- 
tising campaign. 
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RIDDER-JOHNS, INC. 
National Representetives 
NEW YORK CHICAGO 
342 Madison Ave. Wrigley Bidg 
ST. PAUL 
Dispatch Bldg. 
Newspopers Get 
Immediate Action 


“ = 
Les 


i... 
a 


by ft his Lor es he 
it mat bt? Kea ew 


mJ 
det 
mt Mf 
[MM dhe) 


RAILROAD BUILDING 


General 
Northern and Northern Pa- 
cific Railroads. 


floor space. 


Completed in 1915, 


in 
St. Paul 


offices of Great 


Occupied by 2,600 rail- 

road employees. 

Building payroll over 8 

million dollars. o 
Height 13 stories. fi: 
800,000 square feet of 
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Mr. Case reviewed how | 
em- | 


Advertising Age, Septembe; 


t, 1044 


tatives Available,” 


The Advertising Market Place 


The rates for this department are as follows: “Help Wantcg 
“Positions Wanted,” “Representatives Wanted,” and “Repres<,,. 
50 cents a line, minimum charge 2. - 

cash with order. All other classifications (single insertion rat at 
% in., $3.50; 1 to 3 in., $6.50 per inch. : 
WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED 


Te 


CHANNELS, 


—.} 


8 S. MICHIGAN 


PRESIDENT 

of a hard-hitting organization, do you need personnel in :| 
executive bracket (management, sales engineers, advert 
managers, account executives, copy, etc.). 
national reservoir of pre-screened men: 


Free booklet “How to Match Men and Jobs” sent on reques, 


PERSONNEL CONSULTANTS 
“Matching Men and Jobs” 


(Solid firms seeking sound men only are solicited. 


= 
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Why not tap our 
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HELP WANTED 


|} communication 


lof accomplishment 
|for an opportunity to work 


| compensation 


SPACE SALESMEN WANTED 
Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personne!l 
209 S. State St.—Har. 2063, Chicago 


EDITOR WANTED for a Monthly 
Retail Magazine. Correspondence 
confidential. Address: 
Box 5034, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 
HELP WANTED 


WANTED—MANAGER for business 
paper. Office assignment with pos- 
sibly some travel later. Executive 
experience and agricultural back- 
ground preferred. Draft exempt or 
returned serviceman. Give full par- 
ticulars in confidence. 

Box 4959, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency 
in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 
will be kept in strictest confidence. 
Box 5032, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY PARTNERSHIP FOR 
CREATIVE MAN 


Without investing money, agency 
partnership available to able, ex- 
perienced, creative man. Central 


Ohio, ten men agency specializing in 
industrial accounts, public relations 
and few consumer accounts. Inside 
creative work plus contact. Guar- 
anteed salary. Write: 

Box 5035, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Medium Sized Chicago Advertising 
agency wants intelligent, experi- 
enced girl with bookkeeping back- 
ground to handle billing and pay- 
ing. Prefer girl with experience 

handling radio contacts. 
30x 5036, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WANTED 


INDUSTRIAL COPYWRITER 

For advertising department of well 
established Chicago manufacturer of 
equipment. Prefer 
man with industrial copy ex- 
perience, but will consider other ap- 
plicants with capacity for sound 
writing and original ideas. Write, 
giving full details of education, ex- 


some 


Se HELP WANTED 
ART EDITOR for national ma; 
Office and $50.00 a week, Do. 
require full time. 

Box 5039, ADVERTISING Aur 
330 W. 42nd St., New York 18, N \ 
_____s POSITIONS WANTED 
I HAVE THE IDEAS and abi ity t 
“put them across” in writing ify, 
have the position. Somewhat 
orthodox background but one cale 
lated to enable me to understand the 
human equation and therefore jp 
valuable in advertising field. ' 


) } Scots 
man, 42, now in Calif., but locatio, 
immaterial. Highest personal refey 
ences, 


Box 5015, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I). 
NEWSPAPERMAN, 23 years experi- 
ence, proven executive, selling pr 
motion ability, desires change + 
trade publication or allied field wit} 
postwar future. Present. salar 


$4,250. Excellent references. Releas 
promised. 
Box 5043, ADVERTISING 


AGE 
330 W. 42nd St., New York 18, N. } 


? ? ? NEED SALES IDEAS AND 
COPY HELP ? ? ? Ideas for post 
| War that sparkle. Copy that clicks 
| Keen merchandising mind.  Avyail- 
able at once. Job or fee basis free 
lance. 


Box 5042, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II] 


BROKER-CONTACT MAN. I can 
represent advertising, art, graphi 
arts & allied services. Have con- 
ducted my own business successful! 
for the past 20 years in Chicag 
(also, formerly, in Manhattan) 
Thoroughly experienced in contact- 
ing, selling, advertising, ideas, la) 
out, copy, art, photography, typog 
raphy, photo engraving, printing 
etc. 
Box 5040, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 
YOUNG MAN ex-Public Rel. officer 
|} desires conn. with progressive or- 


) gan. College grad, plus 3 years prac- 


tical experience. 

Box 5037, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I)! 
FREE-LANCE ARTIST wants spot 

illustrations and cartoons, 
Box 5930, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 11! 


YOUNG WOMAN with flare for wri- 


| Are 


perience and salary, to: Box 5020, | 
ADVERTISING AGE, 100 East Ohio 
Street, Chicago, Illinois. 


ADVERTISING SPACE SALESMAN 
wanted for New York territory. A 
new industrial publication, in a field 
of large potential, already has wide 
acceptance and carries sizeable bill- 
ing. Prefer young man with record 
who is looking 
into an 
executive position. Publisher's or- 
ganization knows of this advertise- 
ment, so you may write in confidence 
giving full details of experience and 
required. Harold P. 


up experience as assistant Editor. 
Excellent opportunity for man with 
stamina and ability to meet require- 
ments: one who is willing to learn 
an industry, its problems, ete., and 
capable of producing ideas and or- 


ganizing work during in - between 
publishing seasons. 
Box 5049, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


| position. 


ing, knowledge of radio technique 
publicity and adv. psychology se 
College grad, Experience 
limited. Desires chance. Salary ! 
object. 
Box 5024, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il! 
POSTWAR PLANNING FOR 
PUBLISHERS 
you prepared to maintain ane 
improve your competitive positio! 
when peace comes and paper ratio! 
ing is no longer necessary? | have 
the background, experience and per 


| sonal national contacts to assure S 
| ting up your advertising on basis 


Preston, Aldridge and Preston, 17 | 
East 49th Street, New York 17, N. Y. | 


TRADE PAPER has opening for man | 
| with writing, production and make- 


which will assure progress wie! 
hard hitting sales effort is agall 
needed. If you want to mal sure 
your organization has ade «uat 
punch, let me explain to you what 
ean do. Available as publicati pusl- 
ness manager, advertising direc! 


or Western representative. A 
Box 5038, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11. Ll 


ABOVE AVERAGE space se osm 
available in September. Vé we 
qualified as to appearance, rson: 
|}ality and intelligence with a ‘be 
record of consistent produ: I 
| newspaper field. 

Box 5031, ADVERTISING (GE, 
|330 W. 42nd St., New York N 


“REPRESENTATIVE AVAT! \ BL! 


ADV. SPACE SALESMAN: ee 
sive. 39 yr. old. 20 yrs. eX] P 
rep. business paper. A rea 4 
man. Chicago & Midwest on H 


La Salle St. office, phone, 21! 
30x 5041, ADVERTISING 
100 E. Ohio St., Chicago |! 


MISCELLANEOUS 
STANDARD ADVERTIS! © 

AGENCY MOVES ' 
NEW QUARTERS 

The Standard Advertising 
has moved to a larger suite 
in its present location, 
Wacker Drive, Room 1922 
telephone number is Centr: 


Gr 


| Scallan Promoted 


John W.  Scallan, 


Company, 


associated 
with Pullman Standard Car Mfg. ) eauinment 
Chicago for 18 years,|the Midwest. 


has been elected a_vice-P 
of the company. He wi 
charge of sales of trans] 
and war mat 
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Continued from Page 2) 


“¢ ied as undesirable prod- 
s with the news. 

Hoffman, chairman of 

‘mittee for Economic De- 


is C 

Jopment and president of the 
bidebaker Corporation, told the 
4B ‘nembers that “there is abso- 
ely no other solution to the 
tit problem than a_ record 
aking expansion of goods and 
vi ’ He asked the radio 
du to further the “great need 
» fundamental economic educa- 
» in plain language that the 
vman can understand.” 


J Morgan Davis, NAB gen- | 
asked members to | 


al sel, 
in laying “the ground- 
the accomplishment of 
function of collective bar- 
namely, the improvement 
employe relations, with 
pples in the smooth 
rofitable operation.” 


ork I 


flow of 


Describes Wireless Use 


A medium that will transmit by 
a full-length book into 
ur home in an hour, or a 5,000 
ord Saturday Evening Post story 
, five minutes, at a relatively low 
st on either AM or FM chan- 
els, was described by John V. L. 
gan, president of Stations 
XR and WQXQ (FM), in a 
ik on facsimile broadcasting. 

“The medium,” Mr. Hogai said, 
jens the door to picture-minded 
ivertisers. Some who have been 
ificult to sell on sound radio will 


ireless 


» found more approachable with | 


iis medium.” He said the im- 
tant factors in facsimile’s favor 


re: (1) a permanent record; (2) 


roof of sale with a “return cou- 
n;” (3) cost of transmitter about 
jual to a sound transmitter; (4) 
waper studio facilities; (5) cost 
f receiver little more than a 
und receiver; (6) no demand on 
wner of receiver to be in attend- 
nce or even vicinity. 

Asserting that advertising was 
ie “pump primer” of American 
dustry, William S. Hedges, vice- 
esident, NBC, told the confer- 
nce that FM and television pre- 
ented broadcasters with a greater 


hallenge than any they have 
ncountered since they went into 
usiness. 


‘Economic Milestone’ 
‘The outstanding factor in 
nerican business that has cre- 
led demands for new products, 


THE 10 BILLION | 
POST-WAR 
BUILDING 
MARKET 
ill be 70% controlled by 
RCHITECTURAL MEN 
5 | way te reach pty 


woThe Magazine of Architecture 


inertising Age, September 4, 1944 


EXCHANGE VIEWS — NAB conferees 


Lt. Russell Woodward, on leave from 


Free & Peters, radio representative, 

Chicago, and John M. Rivers, WCSC, 

Charleston, S. C., talk things over at 
the Chicago conference. 


and has turned little demands into 
big demands, is advertising,’ he 
said, “Advertising is the ‘pump 
primer’ of industry. It is adver- 
tising by creating new and greater 
markets, that has increased pay- 
rolls and reduced both manufac- 


fewer | 


turing and distribution costs. Con- 
sequently, the advent of a new 
advertising medium of the poten- 
| tial stature of television is an 
economic milestone of profound 
importance.” 

Stressing that video’s qualities, 
fcombining visualization, sound, 
|'motion and immediacy which will 
attract and hold an audience, will 
have “unequalled effectiveness” as 
‘an advertising medium, Mr. 
|Hedges said, “Television is going 


| 


| Station KFRO, Longview, 


|KFAM, St. 


) facturer. But tnis acvertising pro- 


gram is not used to talk about our 
leadership in military radio. It is 


on buying FM sets when receivers 
are available.” 
Small market stations were the 


Marshall Pengra of Station KRNR, 
Roseburg, Ore.; William B. Smul- 
lin of Station KIEM, Eureka, Cal.; 
Howard S. Frazier, NAB director 
of engineering; James Curtiss of 
Tex.; 
Robert Mason of WMRN, Marion, 
O., and Fred Schilpin, of Station 
Cloud, Minn., took 
part. Manpower problems, how to 
get more revenue, free advertis- 
ing and other conditions, restric- 
tions and remedies were discussed. 

In a business session Wednes- 
day, the NAB elected three new 
directors at large and reelected 
three to serve during the coming 


| year with the 17 district directors 


and one each from NBC and CBS. 

Small station directors are 
Frank King, WMBR, Jacksonville, 
Fla., and Dietrich Dirks, KTRI, 
Sioux City, Ia. Medium station 


directors: T. A. M. Craven, WOL, 
| Washington; Don Elias, WWNC, 
| Asheville, N. C. Large station 


being used to pre-sell the public | 


subject of a discussion in which | 


Pi 
fhe 
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| Stripe Hosiery, product of Chip- 
;}man Knitting Mills, Easton, Pa. 
\'Wesley Associates, New York, is 
|the agency. 


| directors: J. O. Maland, WHO, 
|Des Moines, and Hugh M. ‘Feltis, 
| KFAB, Lincoln, Neb. 

Dr. Frank M. Stanton of CBS, 
| New York, and Frank Russell, | 
|NBC, Washington, D.'C., were} 
elected board members. 
At a business meeting today, | NOW and FUTORE 
|the NAB board of directors re- 
jsolved to make recordings for 
|servicemen overseas of programs 
| from 182 communities in 17 NAB 
|districts. The recordings, mostly 
of music and variety, will be tran- 
scribed by the contributed time 
and facilities of NAB. members | 
and will be handled overseas by 
the radio branch of the Army’s 
public relations division. 

The directors also resolved to 
file a statement with the FCC re- 
questing sufficient allocations for | 
all branches of radio; to consider 
programs appropriately solemn 
for V-Day; and to begin further 
work on the adopted coverage 
plan. 


Diesel purchases are 
going co be heavy 
Plans are in the 
making now 


F > 


é 


Complete coverage 
of a big, 
new industry. 


DIESE. & 
GRESS 


| 2 WEST 45TH STREFT 


Roman Stripe Promoted 
Full color spreads in accessory 
and ready-to-wear trade publica- 
tions and in Women’s Wear Daily 
are being launched for Roman 


EDITED AND 
PUBLISHED BY 


REX W. WADMAN 


* NEW YORK 19.N.Y 


| 


| to attract many new sponsors who | 


|feel they need a visual presenta- 
|tion for their merchandise, 


!who for that reason have never 


been large users of sound radio. | 
It will appeal strongly to depart- | 


ment stores, chain stores, and re- 
tail outlets of many kinds. This 
will not be network business. It 
will be local business. The cover- 
age of a television station is prac- 
|tically identical with the retail 
'trading area of the average city.” 
William B. Lodge, CBS, gave 
|further testimony to the part ad- 
vertising will play in the use of 
| television, saying that “unless tele- 
| vision 
|/used as a broadcasting service to 
|the home without a charge on the 
| listener or viewer, its success and 
|its future will depend on its sup- 
|port by advertising revenues. 
These will be forthcoming after 
the first novelty has worn off to 
the extent tnat circulation, in 
terms of sets owned and hours of 
use, justifies substantial expendi- 
ture by advertisers.” 


Cites Tele Set Market 


for television receivers was dem- 
onstrated at the conference by 
Thomas F. Joyce, general 


Corporation of America, who 
quoted the results of Newsweek’s 


garding their postwar purchases, 
Of those who responded, 49% said 
they wanted an auto first, with 
television sets ranking second at 
32.4%, “ahead of FM radios, elec- 


trical appliances, new furniture 
and refrigerators.” 
The case for FM was further 


strengthened by Paul Chamber- 
lain, General Electric Company, 
Schenectady, who said, “We will 
continue to back up our confi- 
dence in FM in our advertising. 
For eight months our consumer 
magazine advertising and many of 
the commercial messages on our 
network news program, “The 
World Today,” have been devoted 
to FM. Today, General Electric 
is running more radio advertising 
than any other home radio manu- 


— 


indling every type of advertising 


' America's best-known manufactu 


able to follow jobs through to comple- 


manent postwar future in an esse 


on 


jress: Box 5018, Advertising Age 
00 E. Ohio St., Chicago II, III 


1") PRODUCTION MEN 


d by leading manufacturer 


horoughly experienced in all forms of 
n work, including purchasing. Workin- 


n material in advertising department 


Location: Northern Ohio with good 
od recreational facilities. Write fully, 
7@, experience and other background 


and 


rers. 


ntial 


and | 


is to be subsidized or not} 


That there is a definite market | 


man- | 
ager, RCA Victor division, Radio| 


recent survey of 50,000 people re- | 


And if she is using infer 
smudge and scuff when 


Hammermill Bond wil 


toward eliminating such waste in your 
office, for it is surfaced to withstand eras- 


ing without scuffing 
cleanly. 


That’s because Hammermill controls 


and continuously checks 
papermaking, beginning 


ammermill tests like (uigeel 


Any typist makes mistakes now and then. 


whole letter must be done over. 


~~ 
wAMMETIILR ] Hammermill Paper Company % : 


She's wasting her time... and your paper! 


DARN IT! 
ANOTHER LETTER 
TO RETYPE! 


rs 


The finished sheet receives 18 final labo- 
ratory tests for surface, strength, tearing 
resistance — every important quality. 
These are the methods which explain the 
uniformity of Hammermill Bond, give it 
its unmistakable feel and appearance of 
quality, make it a worthy representative 
of your business. 


ior paper, it will 
she erases. The 


1 goa long way 


. take retyping 


To help solve your office paper problem, let us send 
you the revised Hammermill Manual of Paper Informa- 
tion. It lists all grades, weights, finishes, sizes of 
Hammermill Papers now available under current paper 
restrictions. Just mail the coupon below 


every step in its 
with the pulp. 


BUY BONDS AND KEEP THEM 


LOOK FOR THE WATERMARK... IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC oe ; 


| Erie, Pa. "8 
BOND I ser 
second edition of the Hammern rg 
] Manua f Paper Informatior : weg 
Companion papers for office use | at 
include Hammermill Mimeo-Bond Name a 
and Hammermill Duplicator wen \A9-4 
i I’ head 
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Dotted Line Club to Meet 


First fall meeting of the Chi- 
cago Dotted Line Club will be held 
at Marshall Field & Co., Tuesday, 
Sept. 5. 


TOO BUSY 
TO DIE!! 


2 ee 

: PEA fs eee 

A beautiful red-head is Banana Austrn, 

- whose soft heart played hard tricks on 

yi: cima her in H. W. Ropen's new, top-notch 

murder mystery thriller, TOO BUSY TO 

~ DIE... Get your copy now at your book 
store. A Morrow Mystery. 


ti 
i“ eT 


Pepsodent Ads 
Pay Tribute to 
‘Soldier’ Bob Hope 


(Continued from Page 1) 


gardless of risk you have traveled 
the battle fronts, putting on four 
and five shows a day — passing 
your spirit-lifting ammunition of 
rapid-fire laughs to our fighting 
men. 


Played Biggest Circuit Yet 


“Now you’re back from the 
South Pacific with Frances and 
Jerry—you’ve played the biggest 
circuit show business ever knew 
—won thanks from the Yanks on 
all the farthest flung fighting 
fronts! To countless G. I. audi- 
ences you’re the guy with the 
turned up nose who’s turned up 
with a laugh where a laugh was 
needed the most. 

“We always think of you as 
Pepsodent’s own Bob Hope. But 


today we salute you as America’s 
Number One soldier in grease- 
paint!” 

Charles Luckman, Pepsodent 
president, said “We found it very 
difficult to express in words our 
deep feeling for Bob as an indi- 
vidual and for the unparalleled job 
he and the gang have done. 

“To us,” he added, “Bob is not 
just a great entertainer, but this 
generation’s Will Rogers.” 

Because Pepsodent has tied Bob 
Hope into its entire advertising 
and merchandising program as 
probably no other radio sponsor 
has ever done with an outstand- 
ing star, his trips overseas, under 
the sponsorship of the United 
Service Organizations, have repre- 
sented a major risk for the com- 
pany as well as its sparkling star. 
Flying over the ocean and over 
the battle fronts has represented a 
hazard of no mean _ proportions, 
and a crash landing in Australia 
during his latest trip suggested 
the possibilities. 

Hope put on a show in the South 
Pacific recently, during which a 
Jap prowler was shot. Hope im- 
mediately cracked, “Call a cab— 
I’m getting out of here.” 

The drug trade, to which the 


x 


radio star is constantly introduced 
‘as “Bob Help-the-Druggist Hope,” 
|is receiving the Pepsodent tribute 
‘in full-page space running in the 
| following publications: 


| American Druggist, Drug Topics, | 


|N.A.R.D. Journal, Chain Store Age, 
|drug edition, 
| variety edition, Apothecary, C.R.- 


ana Pharmacist, 


tucky Pharmacist, Maryland 

| Pharmacist, Midwestern Druggist, 
| Nebraska Mortar and Pestle, New 
| Jersey Journal of Pharmacy, New 
York State Pharmacist, Northern 
California Drug News, Northwest- 
ern Druggist, Pacific Drug Review, 
Pennsylvania Pharmacist, South- 
eastern Drug Journal, Southern 
Pharmaceutical Journal, Texas 
Druggist, West Coast Druggist and 
Wisconsin Druggist. In addition 
the copy is appearing in the na- 
tional and Hollywood editions of 
Variety, Billboard, and Hollywood 
Reporter. 


Rise Parallels Product’s 


Hope’s rise to fame under the 
Pepsodent banner has paralleled 
the success of the sponsor in 


reaching first place in dentifrice 


ye eens 


= 


eT EE a oy 


Can You Afford To Lose 


| 2,582,000 New Customers i 


Year ? 


them —inimical to the American way of 
life. They need he Ip in their thinking. 
For instance 
The National Electrical Manufacturers’ 
\ssociation, in a survey of adults and high 
a school students, asked the following ques 
tion: “If the electrical manufacturing in- 
dustry were run by the Government, in- 


Read How the Youth of Today Replenish Your Market 
of Tomorrow. Here’s How You Can Sell Them Now: 


ACH year, 2,582,000 American boys and 
E girls spill ovet into adulthood out of 
the 11-17 age bracket. By then, they have 
developed buying preferences that be- 
come habits as they grow older. You can 
easily influence their buying now —or you 
can battle your competition the expen- 
sive way tomorrow. 


They're pretty smart youngsters. They 
appreciate the responsibility ahead. They 
ire probably much wiser than you were at 
their age. But their generation is confused. 
Isms and ideologies have been at work on 


stead of by present managements, do you 


SOLD AS A GROUP: AMERICAN GriRI 
combined ABC circulation, 1,600,000 
one piece of copy, 


ee 


* 


BOYS’ LIFE 
per ? 


one billing. New York 17: 


think you would get more or less for your 
money?” The answers were shocking—a 
sad commentary on the failure of business 
to sell itself to Youth: Of the adults 36.1% 
said “Mere,” 35% said “Less,” 11.7% said 
“Same,” and 17.2% said “I don’t know.” 
But in the high school group, 51.6%, said 
“More,” said “Less,” said 
“Same,” and 9.4% said “Don’t know.” 


ce 907 


>. r¢ 
23.6% 15.2°% 


It’s your job to help straighten these 
youngsters out...to sell them on your 
product and on American enterprise. 


Here in the Youth Group of Youth’s own 
magazines, we offer you 1,600,000* teen- 
age men and women of tomorrow, who 
can be yours today at the low cost of 
$5680* per page. We can tell you all about 
Youth in a new presentation containing 
some startling new facts. Ask to see it. Get 
in touch with any of our offices below. 
*New guarantee —rate increase effective 


Nov. 2nd, 


nonth: 


1 East g2nd St. Chicago 2; 


. OPEN ROAD FOR BOYS, YOUNG AMERICA, YOUNG CATHOLIC 
estimated average, first 5 months of 1944, 1,624,773 
g West Washington St, Boston 46; 729 Boylston St. 


MESSENGER. Guaranteed 


One erder, one rate, 


Chain Store Age, | 


D. A. News, Drug Progress, Indi- | 
| Kansas Pharm- | 
aceutical Association News, Ken- | 


Advertising 


| Strike 


Age, Septemb: 


Bob Hope 


sales through drug_ stor 
company has announced t! 
the beginning of 1944 it ha 
to the leadership position. 
the claim does not cover a! 
frice sales, trade authori! 


lieve that the Hope-Pepsodent tie. 
up has carried the brand to the to 
or close to it in other distributioy 


S be 


fields where dentifrices are sold. 


Spearhead of Efforts 


The Pepsodent-Hope classic lay 


increasing emphasis on making 
Bob Hope the spearhead of al 
merchandising effort. A_ recep 


extremely successful trade prom 


tion featured posters for store dis, 
play in which Hope tells the publi 
of the difficulties which druggist; 
are encountering due to wartime 
conditions and urges cooperation 
posters 
deal with such subjects as short- 
ages of merchandise, delays in fill- 
ing prescriptions, restricted deliy- 
at the sods 
fountain and earlier closing hours, 
Other tie-ups with Hope as the 
key man are in the making. 

and Bob Hope ini- 
tiated their startlingly successful 
partnership in the fall of 1938, s 
that the sponsorship is now begi 
During 
most of that period Hope has been 
at or near the top in all listener 
He had never previously 
had a regular sponsor, his 
experience having been limited t 
a guest appearance on the Lucky 
Pepsodent 


in meeting them. These 


ery service, 


delays 


Pepsodent 


ning its seventh year. 


surveys. 


show when 


|signed him to a contract. 


As in the case of many other 
major radio stars, Pepsodent'’s con 
tract for Hope’s service is a pack- 
age deal, with Hope Productions 
The terms 
the contract have never been made 
public, but it can be safely 


on the other end. 


sumed that the Pepsodent 


ment in the show and the 


radi 


Th 
t sins 
Lorgeg 
Whild 
denti. 


OPPORTUNITY FOR 


ADVERTISING 
PRODUCTION MAR 


HIS 4-A advertising agen 
Baltimore is looking f 
experienced advertising p! 


tion man who is ripe for a 
job.. 


.and who has what it 


to quickly assume responsil) 
in the operation of its Prod: 
Department. 


Preferably, the man we 
should combine a_ well-ro 
knowledge of type, engr: 
and other elements of adve! 
production with the taste 
ability to make a creative « 
bution to the finished appe 
of the advertising pro: 
Equally important, he sho 
methodical enough to keep 
ume of production work w 
ganized and flowing smo 


For the right man, this 0) 
offers opportunity and i 
consistent with ability an 
formance, in a 32-year-old 

with a well-established rep: 
for getting good clients and 
ing them. Please pack in! 
page letter all the quick fa: 
would want if you were « 
a man for a similar positio! 


dress: C. D. Carr, Genera! 
ager, VanSant. Dugdale & 
Inc. Court Square’ Bu 


Baltimore-2. Md. 
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Acve 
casting facilities makes it one of 

the most expensive as well as one 
of t ‘e most successful on the air. 

Company officials say they have a 

long: term contract, which still has 
ye years to run. 


eroadeasts at Marine Base 
wen Hope resumes broadcast- 


it Sept. 12, he will again play 
tp 2 soldier audience at the Marine 
Ay hase at Mohave, Cal. Then 
on Sept. 19 he will broadcast from 
Tore in order to support the 
Can n druggists’ war stamp 
drive. which will be under way at 
thet time. On Sept. 26 he will 
out on his show in Chicago, which 
will mark the opening of the Na- 


tion 2! Community War Fund cam- 
starting simultaneously all 
over the country at that time. The 
chow will be broadcast from the 
Righth Street theater in Chicago, 
ov Hope will later make a per- 
onal appearance at a rally of the 
war fund workers at the Chicago 


At 
efforts are all in line with 


the psodent policy of encour- 
ging Hope to make his services 
available as far as possible to all 
types of war effort. The company 

sladly underwritten the addi- 
tional expense of broadcasts at 
military camps and_ elsewhere, 
and has made it clear that the 


I will not be broadcast from 
a studio as long as the war is on. 
In addition to his regular broad- 
c Hope will make many per- 
sO a appearances during the com- 
ing season at hospitals in this 
country, to help smooth the way 
for veterans wounded and dis- 
abled in war service. 


Carries on Tradition 


Pepsodent’s remarkable success 
with the Hope show carries on a 
tradition begun with Amos ’n’ 
Andy, radio’s first big smash hit. 
They broadcast for Pepsodent 
from 1929 to: 1938, their daily pro- 
gram becoming a national listen- 
ing habit for millions of Ameri- 
cans. When this connection was 
dissolved, the company again rang 
the bell with the then little known 
but soon to be famous Hope. It 
has even had its characteristic 
luck with its summer replacement 
shows, Charlotte Greenwood, never 
before a radio personality, having 
managed to stay among the first 
four of evening network summer 
replacement shows while Hope has 
been off the air during the past 
summer, 

In addition to the direct broad- 
casts of the NBC Pepsodent show, 
there have been numerous tran- 
scriptions made by Army and 
Navy authorities for shipment 
verseas. How many of the pro- 
grams have been shortwaved by 
the government to the fighting 
fronts has not been made public, 
out the military and naval leaders 
vhose testimony to the wartime 
services of broadcasting was given 
to the NAB convention in Chi- 
ago this week intimated that the 
service had been good. 

In spite of the enormous risks 
Which Hope and his associates, 
ncluding Frances Langford and 


Jer Colonna, referred to in the 
Py which Pepsodent is publish- 
assumed in their 


overseas | 
Pepsodent did not insure its | 
gainst injury or death. The 
ny said that no monetary | 
ent could possibly make up | 


loss of this magnitude, and | 


Wanted 
Promotion Manager | 


established magazine de- 


») engage a competent and 
sd Promotion 


background of 


ighly experience 
er with a 
sful accomplishment 

1 feel to fill this 
e suggest that you write us 


qualified 


er introducing yourself and 
same 
of the 


ering the 


time disposing of 


usual preliminaries 
following points: 
Place of Resi- 
Positions Held, Names and 


ses of six R 


Education, 
eferences, Pres- 
mployment, 

Expected, et 


Present Salary, 


ADVERTISING AGE 
Chicago 11, Ill 


Ohio St., 


rtising Age, September 4, 1944 


that it did not regard the risk as| Lewin Creates Division; 


insurable. 
Foote, Cone & Belding, Chicago, 
is the Pepsodent agency. 


Announces Contest 


Save Electric Corporation, To- 
ledo, manufacturer of Verd-A-Ray 
lamps, is sponsoring a merchan- 
dising program based on a slogan 
writing contest. The contest, with 
a first prize of $1,000 in war bonds, 
is being supported by advertising 
space in The American Weekly, 
Cosmopolitan, Liberty, Saturday 
Home Magazine, Popular Me- 
chanics, and Popular Science. 
Gere Burns, Advertising, Toledo, 
handles the account. 


| ‘Mercready Is Director 


A. W. Lewin Company, New 
|York and Newark agency, has| 
| established an industrial advertis- 
a division, to specialize in the 
handling of industrial accounts. 
Herb Mercready, formerly vice- 
president of O. S. Tyson & Co., 
New York, will be executive di- 
rector of the division, taking up 
his new duties Sept. 11. Leonard 
Newsteder is director of copy and 
research of the division. 


Prior to his connection with 
Tyson, Mr. Mercready, a_ past 
president of the NIAA, was man- 


ager of the war contracts service 
department, Magnus Chemical 


Company, Garwood, N. J., where 
he also had served as advertising 
and sales promotion manager. 


'Typographical Error 


| In an advertisement of Modern 
Plastics published in the Aug. 28 
| issue of ADVERTISING AGE, the 
|statement was made, 
Plastics’ more than 400 subscrib- 
ers ... will attest the potency of 
the paper.” This was a_ typo- 
graphical error, as the reference 
intended was to the 400 advertis- 
ers of the publication. 


Handley Joins Grant 


Jack Handley, former export 
advertising manager of The Bor- 


Modern | Company account. 


63 
|den Company, where he directed 
advertising chiefly for Latin 


American markets, and previously 
advertising and promotion man- 
ager of Muller & Phipps (Asia) 
Ltd., has joined the international 


|division of Grant Advertising. He 


will be account executive on the 
International General Electric 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 


S. S. Rubber Cement Co. 


314 N. Michigan Ave., Chicago 1, Ill. 
Central 3373 
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15 hours ny i 24 


Detroit reads the 


A situation unique in 
America. A city of 


nearly 3 million in its 
immediate trading area with but one morning news- 
paper...the Detroit Free Press. A city working...on 
the move... 24 hours a day and 15 of those precious 
hours belong to the Free Press and its advertisers. 
15 hours .. . from 8 o'clock inthe evening until 11 o'clock 
the following morning, The Free Press is one Detroit 
newspaper whose presses roll! If you want Detroit's 
undivided attention... you want The Detroit Free Press. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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Goodyear Shoe Appoints 

Goodyear Tire & Rubber Com- 
pany, Akron, has named Compton 
Advertising, New York, to handle 
advertising for its shoe products 
division. Representing a ‘“‘substan- 
tial portion’ of the Goodyear 
account, the shoe division has pro- 
moted Wingfoot and other make 
rubber heels and shoes in maga- 
zine, radio, and car card adver- 
tising. Future plans are not yet 
ready to be announced 


700 MILLIONS 
For Post-War Schools 
ARCHITECTURAL MEN 
WILL CONTROL 997% 
For greatest coverage use 


Pencil Points | 


jeThe Magazine of Architecture 


Nelson Appeals f 
Advertisers to 
Save More Paper 


(Continued from Page 1) 


leading business organizations and 
advertising agencies, the WPB 
chairman asked that proposed ad- 
vertising and sales promotional 
materials be reviewed to ‘“post- 
pone paper purchases and author- 
izations not needed now.” 

“Good war news does not ease 
the shortage of paper and paper- 
board,” Mr. Nelson declared. “The 
paper situation continues to be one 
of the most critical situations con- 
fronting the War _ Production 
Board.” 


Paper Needs Increasing 


Asserting that he believes that 
end use restrictions on printing 
and business paper can be avoided, 
he called on users to make “an 
extra conservation effort now” to 


|sociation of Manufacturers, 


| eral 


|reduce paper consumption “so as| is 


not to hold up supplies needed at 


| the fighting fronts.” 


“New and expanded war fronts 


have brought increased vital needs 
|for paper,” he pointed out. ‘““Thou- 
'sands of additional tons are being 


consumed in maps, printed orders, 
ammunition, packaging of sup- 
plies and equipment, and for scores 


|of other uses.” 


The letter went to the members 
of the Four A’s, the National As- 
the 
U. S. Chamber of Commerce and 
Purchasing Agents Association. It 
was written with cooperation of 
the commercial printing industry 
advisory committee of the printing 
and publishing division, with the 
understanding that commercial 
printers would make special ef- 
forts in the coming months to 
save paper in all printing, adver- 
tising and all promotional material. 

The letter had been under con- 
sideration at WPB since suggested 
by the conservation division sev- 
weeks ago. Twice before 
Mr. Nelson had refused to sign 
proposed drafts, because in each 
case the language was not. suffi- 
ciently clear. 

As finally approved, the appeal 


=. 


pages. 


HYGEIA you 


readership at low cost. 


gives 


[ea 


quantity 


HYGEIA 


circulation 


HYGEIA 


doctors. 


you can too. 


and quality 


today? 


call it 


‘High-Gee-a’ ! 


HYGEIA, modern guardian of physical and 
mental fitness, was named after the mythical 
Greek Goddess of Health. 


Famed magazine of the American Medical 
Association, it enjoys special significance in 
American households—as evidenced by hun- 
dreds of requests for reprints from readers 
throughout the country. 


If you have something to sell health-minded 
readers, HYGEIA is an effective salesman. For 
HYGEIA readers are in the right frame of 
mind to receive your message favorably. Find- 
ing reliable health information in the editorial 
pages, they readily accept it in the advertising 


A Bonus of More Than a Million 
Readers a Month 


rates are based on net paid 


of 117,000. Thus, the 


more-than-a-million patients who read 


in doctors’ reception rooms 


every month are a pure bonus to the 
advertiser 


. Bona fide subscribers: 


75,000 home readers: 25,000 schools. 
colleges, health groups: 17,000 


Others are turning this unique advertising 
potential into a good profit. We believe that 


Why not write for full details 


With Health-Minded Readers, HYGEIA Clicks! 


A? 


_ THE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 


535 NORTH DEAR 


BORN STRESS ° Cc 


HLeaAGo tée, Fes 


INOTS 


Advertising Age, September 


devoted only to commercial 


printing, particularly to such items | 


as brochures, mailing 
broadsides, catalogs, folders, cal- 
;endars, wall displays, counter, 
shelf and window displays, annual 
reports and heavy envelope stif- 
feners. An earlier version 

implied that all white space 
advertising should be eliminated. 


Mr. 
“printing 


these promotional materials, 
Nelson suggested that 
should be designed to use the 
minimum amount of paper that 
will serve the intended purpose.” 
He also suggested that distribu- 
tion details should be studied to 
eliminate duplication, as well as 
dissemination to people not inter- 
ested in the appeal. 


Text of Letter 


Text of the letter follows: 

“Good war news has not eased 
the shortage of paper and paper- 
board. On the contrary, new and 
expanded war fronts have brought 
increased vital needs for paper. 
Thousands of additional tons are 
being consumed in maps, printed 
orders, ammunition, packaging of 
supplies and equipment, and for 
scores of other uses. 

“The paper shortage continues 


tions confronting the War Produc- 
tion Board. It is of direct impor- 
tance to every business in Amer- 
ica. No effort can be spared to 
make available paper supplies go 
as far as possible. 

“The great majority of Amer- 
|}ican business concerns have al- 
ready cooperated in helping us to 
conserve paper. I know that we 
|}can count on you to reduce your 
paper consumption still further so 
as not to hold up supplies needed 
at the fighting fronts. 


Offers Specific Suggestions 


| “The War Production Board 
has avoided issuing orders con- 
trolling the uses of printing and 
|business papers. I believe we 
can continue to get along without 
|such orders if the users of paper 
| will make an extra conservation 
effort now. I urge you to take 
prompt action to this end. Wher- 
|ever feasible, the following sug- 
| gestions should be put into prac- 
| tice at once: 

| “Printing should be designed to 
use the minimum amount of pa- 
per that will serve the intended 
purposes, with especial attention 
to elaborate brochures, 


While not asking elimination of | 


pieces, | 


had 
in 


944 
pieces, broadsides, catalog Id- 
ars, calendars, wall 4d ive 
counter, shelf and wind: 


olays, annual reports, and 
envelope stiffeners. 

“Proposed advertising an 
promotional materials sho 
reviewed to postpone pape y,_ 
chases and_ authorization 
needed now. 

“Distribution details sho, 
studied to eliminate dup! 
and the dissemination of ad ‘ 
ing appeals to people not © je. 
ested in the message. 

“Your support of the paper «o, - 
servation campaign, and yx ef- 
forts to keep your own use 


per at the minimum need: ~ 
the conduct of your business. rep. 
resent an important contribution 
toward the winning of the ir,” 


‘Wing Heads Advertising 


to be one of the most critical situa- | 


of Nash Motors Division 


C. D. Wing, formerly an account 
executive with Maxon, Inc... De. 
troit, has been appointed directo; 
of advertising 
and sales 
motion of Nas} 
Motors divi lon 
of Nash-Kelyj- 
nator Corpora- 
tion, Detroit 

Mr. Wing has 
been connected 
with national 
advertising 
companies for 
20 years. He is 
a former vice- 
president of 
Barron’s Advertising Company 
Kansas City, and has served as ac- 
count executive on Ford Motor 
Company advertising with Mc- 
Cann-Erickson, Inc. For four year 
he was also vice-president and 


Cc. D. Wing 


| general manager of Sales Develop- 


| 
| 


| 


ment Corporation, Detroit. 


To Detroit Agency 


John Steel, writer, engineer and 
specialist in electronics and me- 
chanics, has been appointed ex- 
ecutive on industrial accounts of 
Florez, Phillips & Clark, Detroit 
marketing agency. 


Joins United Air Lines 


Eugene A. Raven, former pro- 
motion manager of the Des Moines 
Register and Tribune, has joined 
United Air Lines, New York, as 
assistant director of advertising in 


mailing charge of agency activities. 
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ANOTHER I 


at home. 


plants 
after the war. 


*Sales Management Estimate for 1945 


. the income of people who are at home .. 


Bloomington’s war industrial assignments are being carried out in con 
plants that were busy before the war 


Reach this wealthy, responsive. dual market 
| Tell your story in The Daily Pantagraph. the ONE NEWSPAPER 
FIRST (in fact. alone) in its coverage of Pantagraph Land, with 84% 
age of McLean County, 71% coverage of the Primary Trading Zone 


A RICH RESPONSIVE MARKET 


for PANTAGRAPH LAND 


Bloomington is FIRST. in the State of Hlinois, in Effective Per Capita Buying 
Income according to a recent survey conducted by “Sales Management 


Bloomington, in the heart of Pantagraph Land, has . . . 


AN EFFECTIVE PER CAPITA BUYING INCOME OF $1,671.00* 


. people who spend their ».one) 


ried 


plants that will be even | -ie! 


both industrial and agrieu ur! 


vel 


eh 


The Daily Pantagraph, 
estes ILLINOIS 


Gilman, 


Nicoll & Ruthman, National Advertising Representatives 
New York — Boston — Philadelphia — Chicago — San Francisco 
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Advertising Age, September 4, 1944 


‘Catholic News’ 
Hits Ad Council 
for VD" Campaign 


‘ontinued from Page 1) 


" dvertising Council here and 
" he Surgeon General, the 
U Public Health Service, the 
0 of War Information in 
W ngton and with members of 
er ess vigorous protests on their 
sp ship of this campaign, the 
effect of which will be to increase 


rather than curtail the immoral- 
ity which is the source of ‘social 
disease.’ 


“Individuals who have received 


the literature which the War Ad- 
vertising Council is sending to} 
leading firms it hopes to interest | 
as sponsors have scored the cal-| 
culated effort to convince the pub- 
lic, under cover of apparent gov-| 
ernment endorsement, and with 
the aid of funds secured from the | 
public, that there should be no) 
stigma attached to the fruits of 
mmorality and, by implication, to | 
immoral conduct itself.’ 

In its editorial attacking the. 
campaign the publication asserts, 
“Whatever the intention of the 
War Advertising Council and its 
government cooperators, the ef- 
fect is to aid and abet the move- 
ment to weaken the sense of de- 
cency in the American people. The 


effect will be not to curtail im- 
morality but to increase it by 
romising to make _ promiscuity 


safe 
Hits ‘Childlike Faith’ 


“Catholics, like tens of millions 
f their non-Catholic fellow-citi- 
ens, are unable to share the 
hildlike faith of the War Adver- | 
tising Council and its associates in 
the power of knowledge and dis- 
ussion to stop the spread of the 
lisease, The War Advertising 
Council’s program not only ignores | 
moral considerations, but would 
lave advertisers sponsor repudia- 
tion of them by denying any con-| 
ection between ‘VD’ and sin and | 
by terming it merely another dis- | 
ease, ‘like tuberculosis or diph- | 
theria’ and with no more social | 
implications. 

“The proposed advertisements | 
gnore a fundamental fact in hu-| 
ian conduct, that shame and em- 
arrassment are among the 
strongest deterrents to the sins 
that spread ‘VD.’ ” 

The War Advertising Council 
has indicated that it does not in- 
tend to make a formal reply to the 
utburst of The Catholic News. 
Executives of the organization 


(A AGENCY WANTS _ 
GOOD INDUSTRIAL — 
COPYWRITER 


| 

| pen is an opportunity for an | 
experienced advertising copy- i 
writer who wants both a good in- | | 
come now and postwar security || 
who would rather create ideas | | 
and write copy than handle any || 
other phase of advertising agency 
work...and who might like to 
live and build his future in Balti- 


t 


Prcferably, the man we want | 
ild combine a knowledge of 
in-ustrial marketing and adver- 
log with the selling sense of a 
~. oned mail order man. He 
ld be capable of turning out 
| copy for national magazines, 
ell as for industrial publica- | 
uN reaching executives, produc- | | 
i) men. engineers and_ tech- 
n ns. } 
'. the right man, this opening 
ol -s security and income consis- | 
with ability and perform- 
in a 32-year old 4-A agency 
a well-established reputation 
etting good clients and keep- 
in) them. Please pack into a 1- 
letter all the quick facts you 
d want if you were seeking a 
for a similar position. Ad- 


dros: J.P, 


Daiger. Vice-Presi- 
I VanSant, Dugdale & Co.. 
Court Square’ Building. 


B. ‘imore-2. Md. 


pointed out, however, that 


the | prepared by the Council has not 
campaign was reviewed before re- | yet been sponsored for 
lease by religious leaders as well|tion, but since it has just been 


as public health and medical au-|completed and submitted to ad- 


thorities, and that no negative re- | Vertisers, it is too early to expect 


actions were received. 

It was indicated also that the 
Legion of Decency, a Catholic 
group which has been active in 


| 


criticizing books, magazines, mov- | 


affirmative action by them, al- 
though all comments thus far re- 
ceived have been highly favorable 
to the idea and to the details of 
the copy. The campaign was pre- 
pared by Warwick & Legler, vol- 


les and other material intended | yntary Council agency, with Allyn | 
for mass circulation which it con-| McIntyre, 


Pepperell Mfg. Com- 


sidered undesirable, had seen the! pany, as campaign manager. 
campaign material and found it} 
satisfactory from its standpoint. | BROKEN CUP AD 
No indications of any official ac- STIRS A PROTEST 


tion by the Catholic hierarchy 
have been received, and it is not 


New York, Aug. 30.—Now 


The Catholic News are either au-| Who object to War Advertising 


thorized by the church or repre- | Council 
authoritative Catholic opin- | 
| 


sent 
ion. 


campaigns. In a 
Davis, OWI head, 
released for publica- 


sent to Elmer 
today, and 


|China and Glass, enters 
publica- | 


it’s | 
believed that the expressions of | the nation’s pottery manufacturers | 


letter | 


“en em- 
phatic protest on behalf of the 
pottery manufacturers of the 
United States’ against the recent 
| OWI-approved advertisement, said 
to have appeared in 469 maga- 
| zines, “which advocates the use of 
|chipped teacups by American 


| housewives as a patriotic act.” 


Asserting that chipped dinner- 


|ease and infection,’ Mr. Kauf- | 
mann calls the advertisement 
i “vicious,” and declares that it 


may go far toward tearing down 
| the industry. 

“It is the duty of the War Ad- 
| vertising Council and the Office of 
War Information to immediately 
retract the harmful, misleading 


|and nefarious chipped cup adver- | 
inform | 


|tising promotion and to 
the American people of the real 
|danger to our people from the use 


The campaign which has been | tion, J. G. Kaufmann, publisher of |of chipped dinnerware,” he says. 


|& Lusk, 


ware may cause “widespread dis- | 


65 
Appointed Media Head 


E. L. Baumiler of Pedlar, Ryan 
New York, has been 
named media director in charge of 
all radio and publication media 
plans. 


‘‘No Burton Browne 
client has a com- 
petitor with better 


advertising ’’ 


BURTON 
BROWNE 


CHICAGO e« DEL. 3800 


“The way for an industrial editor 
to serve his industry is to dig up 
the facts out on the firing line.” 

says Editor-in-Chief 


WARREN C. PLATT 
of NATIONAL PETROLEUM NEWS 


war days. 


Uncle Sam’s bomber parade over Ber- 
lin has been a proving ground for the 
gasoline you will buy in 194X. The dash 
of our tanks through France has been a 
road test for lubricants of the future. 

Aware that facts on performance of 
petroleum in war offer invaluable aid to 
the industry for postwar, Editor-in-chief 
Warren Platt of National Petroleum 
News has turned war correspondent. He 
now cables his weekly story from the 
European war theatre. 


Postwar ideas.. 


from the war fronts 


From European war theatre, N.P.N.’s editor 
reveals new handling and servicing methods 


Things happening “over there” today 
will have their effect on the smoothness, 
speed and efficiency with which your 
private car or plane operates in post- 


More than 70 per cent of the total over- 
seas war cargo is petroleum. Editor Platt 
tells hitherto unrevealed stories of how 
this petroleum is being applied to wage 


armored and aerial warfare more suc- 


N AHO NAL 


THE 


cessfully than ever. His reports on “‘now- 
it-can-be-told” methods will aid the pro- 
ducer, refiner and the oil distributor to 
better serve you in peacetime days. 

It always has been the policy of 
National Petroleum News to cover news 
at its source. There is no better source 
for postwar petroleum ideas than the 
war fronts. That is why our editor is 
in the European war theatre today. 

National Petroleum 
Third Street, Cleveland 13, Ohio. 


News, 1213 West 


{PETROLEUM 


NEWSMAGAZINE FOR OIL MANAGEMENT MEN 
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San Francisco 
Garment Makers 


sociation. |on the amount to be held by any 
The center, to be erected on a| one individual. To draw as many 
25-acre tract within the city limits, manufacturers and representatives 
is to contain 37 buildings from one | as possible, stock may be sold to 
to seven stories high. It is de-| manufacturers outside the city as 
Plan Apparel City signed to make San Francisco both | well as local industrialists. 
a style and manufacturing center. | SAYS CALIFORNIA TO 
San Francisco, Aug. 30.— With Incorporated as Apparel City, | 
initial construction to start as soon | Inc., the project is to be financed | MAINTAIN OWN FASHIONS 
as materials are available and|by the apparel industry itself,| Los Angeles, Aug. 29.—Libera- 
priorities can be arranged, a $4,-| members were told at a recent | tion of Paris and a revival of its 
000,000 apparel center is planned | luncheon here attended by city | world-famous fashions are ex- 
here, backed by the Pacific Coast | and state officials. /pected to have no direct effect 
| Individual firms will be offered| upon California’s style creations, 


Garment Manufacturers Associa- | 
tion and the San Francisco Manu- 


Advertising Age, September .. ig4, 


Creators, told ADVERTISING AGE 
today. 

The Los Angeles organization, 
he said, “welcomes the liberation 
of Paris and the return of her dis- 
tinguished couturiers to the world 
of creative fashion. We believe 
this return will have no effect 
upon California style creations for 
the reason that our place in the 
fashion world is a distinctive one 
| based solely upon our way of life.” 
| The California Style Creators, 
|Mr. Thompson continued, frankly 


facturers 


and Wholesalers As- 


shares of stock at $100 a share, 
with $25,000 set as the limitation 


Lyman 


Thompson, executive di-|acknowledge the 
rector of the California Apparel 


other creative centers, 


importance of 
but does 


If you are going to bag your bird— 
your “lead” must be right. 

To cash in on the post-war mar- 
ket—the “lead” is equally essential. 
Today's advertising in the outdoor 
field will determine purchases in 
the happier days soon to come. 

The outdoor field is no “fledg- 
ling” market. It's a BIG market no 
alert advertiser can afford to miss. 
This was amply proven before the 
war. What this market will be after 
the war staggers the imagination. 
Millions of boys will come home 
with appetites whetted for the 
peacetime thrills of field and stream 
... millions more will be back to a 


= — 


WB 


LEAD 


; 


\ 


— mae we SL 


normal work week... free again to 
roam to far-off places, to answer 
the call of the out-of-doors. 

All these people want things, 
things they haven't been able to buy 
for the last three years—cars and 
tires, rods and reels, guns and am- 
munition, outdoor clothes and foot- 
gear, cameras, film and binoculars, 
boats and motors, radios and tobac- 
co and beverages...all the thou- 
sand-and-one things that active men 
buy and use. It’s easy to be too con- 
servative in sizing up this market. So, 
swing to the target, and aim HIGH! 

The very cream of this market is 
served by Field & Stream. More than 


haben thin, 


§ THE THING! 


Field & Stream's undisputed pres- 

tige among outdoorsmen has been 

earned by 48 years of effort in the 
outdoorsman’s bebalf. 

Field & Stream is the nation’s most 
widely quoted outdoor magazine. 
The Field & Stream Perpetual Chal- | 
lenge Trophies are coveted awards 
among gun dog owners. 
Among sportmen’s magazines, Field 
& Stream has been the number one 
selection of advertisers for 34 years 
straight, every year! 


300,000 active men look to Field 
& Stream to shape their plans, guide 
their buying. Field & Stream is a 


“must” for advertisers in this field. 


FIELD & STREAM PUBLISHING CO. 
515 Madison Avenue, New York City 22 


F 
Rield & Stream fe ClLZen 


not regard them as compe 
any sense. 

“Our promotion plans,” 
“contemplate no consider: 
penditure in industry ad) 
but we are strongly urg 
manufacturers to mak 
names and trademarks 
ingly known through e: 
trade and consumer adve 

Such group advertising 
organization does will f 
present be placed direct, he 


‘ . 
O’Malley in 
Professional Field 

Charles R. O’Malley, 
manager of Drug Topics 
past ten years, has resig 
establish Professional J 
representing professional 
tions in pharmaceutical an 
ical fields. He has a broad 
ground in marketing and d 
tion and was sales mana 
Agfa-Ansco Film Corporati 
fore joining Drug Topics. 

Professional Journals wi 
resent Southern Pharmac 
Journal, Northwestern Drug 
The Apothecary and the J 
of the Association of America; 
Medical Colleges. Offfices are ; 
221 N. La Salle St., Chicago. 


Ina Baiey Aucn 
AND 


The World § ~ 
Homemakers 
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Participating 
Sponsorship 


CHICAG) 
WGN 


50,000 WAT 5 


&— ta 


MON thru F ° 


2:30—3P.! | 


~~‘ = ome 


WRITE FOR FAC’ = 
Write or telephone WGN...In' ‘ 
220€. 42 St. Tel. MU 2-3033... a. 20 
441 North Michigan Ave., Tel. S 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


Vike “we Hee be SHdd 


#moother drinks come ; 


\ @ HAVANA CLUB RUM 


NAB LINE-UP—Shown at the NAB conference are, left to right: Carleton W. 

Morris, manager of KSUN, Bisbee, Ariz.; J. L. Bowden, sales director WKBN., 

Youngstown, O.; Dick Heath, commercial manager, KTAR, Phoenix, Ariz; 

Claude Barrere, NBC Radio Recording, New York; R. B. Williams, general 
manager, KVOA, Tucson, Ariz. 


: a 


cumafm WAKE UP! face the Wartime Facts on Venereal Disease 


ricar 
CAs beliewe, like so many othe that someone neat ot deat to you may contract “VD.” S 
J VD" —Venereal, Dueae - Isn't that your concern? WARTIME PLEA—STAMP OUT “VD" f 
. you , And there uw something that you can do Gere on Go Gigs yes cm & OT 
r k ar these figures about ie! 1. Be modern. Discuss "VD" frankly and openty 
Aer a wherever you are, in sey company 
an mated 5.0 oy Bring “VD” sto the open! Help to tear aside 2. Recognize "VD" solely for whar its pre 
; sien oles the curtain of shame and ignorance and disgrace —— eee 
that has surrounded “VD” for so many years. 2. Know and teil others char "VD" con be cured 
- lion new cases of “VD" were “~vb- F by prompt proper and perusent treatment 
4 © and in certain localmes P pee sigs is pfch gender geen > eres peas 
a of ¢ «5 steadily increasing “VD” ae nightie and fer what shey are— 0:eh aes ek dene Otitistin anal 
‘EN fy beaded -vuard epademac proportions preveniahle amd wimally curable daseases VD,” work for the exablichmen: and wp- 
. seit tt For as long as we—by our thoughss and acuons sca lagen — . 
— _ ees eo ke and conversamon—treat "VD" as the ulrimare in a ogee wt thee ee ee LABEL EMPHASIS —_— Continental Im- 
eee shame and dingrace, 1» long will "VD" continan to] Sowensd &* reper emnumens-ous Pal ort division of R. C. Williams & Co. : 
woh ry mew case of "VD —and ery od grow and menace ot only the war effort bas the mes P< . fe id label STICK TOGETHER—Three station managing directors at the NAB conference 
Pat ee er ae eee. se pe smateae comes “ aig grea hl C a tl aa are, lef to right: Stanton P. Kettler, WMMN, Fairmont, W. Va.; E. Y. Flanigan 
This advertisement, prepared by the War Advertising Commcil, is published phon A. | aaa | or its Mevena Club Guben rum in i WSPD, Toledo, O.; and John E. Fetzer, WKZO, Kalamazoo, Mich. 
en tehalf of the United Stetee Public Hleakth 5 Pie wos moni want or gg he Waring | campaign appearing in magazines, li- 
and local and state bealth authorities, by Madore Harker vat Dengher co quor publications and selected news- 
; rs 
apers. 
SPONSOR'S NAME HERE RE | Pep 
os 
a ' 
D CAMPAIGN KEYNOTE—Statistics showing the prevalence of venereal 
ease in America today dominate this suggested national magazine ad, pre- 
ed by the War Advertising Council. The campaign is under attack by the 
stly New York newspaper, The Catholic News, which charges that moral 
y phases are omitted. (Story on Page |.) 


A TALE OF THREE MAPS CONFEREES—C. D. Buddle of J. P. McKinney & Son, Chicaco, 
i few of his clients: Clarence Wheeler, vice-president, WHEC, R- 
Robert C. Pace, WDAN, Danville, Ill.; and Thomes L. Brown, 
Olean, N. Y. 
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Amrnicas Armists «. 


‘AIR ERA'—The trading-area contro- 
versy has been revived by American 
Airlines in a current magazine ad show- 
ing that the number of such areas in 
the country has declined from 210 in 
the “pre-auto era” to 60 in the “auto- 
rail era” in 1935. and to 14 in the 


SIGN POLL—Proctor Electric Company's exhibit at the wartime housewares recent and coming ‘air transportation 

«in New York provided special interest for visitors with plaster models of era.” These maps were edited by Hel- 

te irons and six toasters, each differently designed. Visitors were asked to muth Bay, map consultant, and Prof. 
Zs t for their choice of designs, and their ballots were recorded by the company H.R. Tosdal of Harvard, and are copy- 
| for guidance in future styling. righted by Rand McNally & Co. 


“Just Keep Her Headed North, '/ear- 
and Wake Me Wh n Hr me’s In Sight” 
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—_ om iImoTRUMENMTS BY e 
— ORATION 
STEWART-WARNER CORP ‘TI 
cusceee mereore 
> A ~ , _— . eT 
DOOR DRIVE—Plans for spectacular outdoor advertising display for the 6th War Loan were the sublect of — * “. 
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cal Nine o'clock. The night Today, every ship that sails the seas—every modern Clipper doing . . . their hopes, fears, faiths . . . their sorrows aod 15 
wind rattles the shutters  °f the air—fares more safely and swiftly because of Nathaniel tears, their tragedies and laughter. The story of people, and dy vy 
, yditch. the things people live by, is the greatest story in the word. 
of Salem and makes the spwdies ae eh i age i 8 y 
dim flame flicker in the This story, and the exciting story of modern science, #", ;, 
hlioht by which READING is one of the great catalysts of humanity. It stimu- medicine, literature, explorations, are brought regularly ‘0 
] tai . ay wine) YOUNS — \ates and incites the creative processes of the mind. more than 7,750,000 families by The American Weekly, ‘1 ty 
ee Nathaniel Bowditch sad Without reading there can be no true growth in thought or magazine which is distributed through 20 great Sunday new s- i] 
— writing with a quill pen. knowledge, and before reading there was none. For only papers from coast to coast. And, because they are written +0 
The store his long since closed, but still the boy writes on, through the written word can ideas be recorded completely clearly and authoritatively, articles published in The Av Pp 
copying labor ously in longhand the books which he loves, | and permanently . . . only through the unhurried eye of the — can Weekly are used widely in the classrooms of scho: 's 
and cannot afford to buy. reader can mind speak unrestrictedly to mind. and colleges throughout the United States. 
Thirty volumes in his own handwriting remain today to at- People like to read, and they like particularly to read of Can anyone doubt that the manufacturer who places ‘5 ¢ 
test the devotion of this frail but indomitable spirit. And it those things which are presented in the pages of The Amer- product or his company name in such a setting is mak og 


was in large measure the knowledge which he gained from ican Weekly . . . what people are thinking . . . what they are use of the greatest known force in advertising? 


constant reading which enabled him, at 29, to revolutionize 


the science of navigation and make American Clipper ships 


the fleetest and most successful in the world. C 
r Prior to the publication of Bowditch’s great work on H b MERI ~ 
celestial navigation in 1802, all sea-going ships sailed by I ' 
dead reckoning. Their course was erratic, and therefore slow. Greatest ) 
American Clipper ships, using Bowditch’s method, began Circulation 
to make the trip to the Orient and back in phenomenally in the World ’ 
short time. And, because they were swift, they quickly cap- peomecerses mene memmmmeree UR oe IG ar SDM Ny WREST be 


tured the profitable China trade in tea, silks, spices, and , ee 
. . ou ° " = 
other popular new commodities which contributed so much The Nation’s Reading Habit 
Main Office: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


to the growth of our infant republic. 
Branch Offices: HEARST BLOG. CHICAGO 6 $ WINTHROP SQUARE. BOSTON 6 ARCADE BLDG. ST LOUIS! HANNA BLDG. CLEVELAND 6 
‘ GENERAL MOTORS BLDG , DETROIT 2 101 MARIETTA ST. ATLANTA 3 EDISON BLOG . LOS ANGELES 13 HEARST BLDC... SAN FRANCISCOS 
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